BOOT and SHOE August 15,1961 


uP ECORDER 


13 MILLION MORE 
CUSTOMERS BY '’65 


Which markets will show greatest growth? 


7-City check shows: 


LESS THAN 10 PER CENT OF 
MEN WEAR SUMMER SHOES 


@ THE HAND THAT REACHES...BUYS 


@ HOW TO SELL FOOT CARE 





For record-breaking sales it’s... 


GUNSTOCK ..$14.95 
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HAWKEYE CUSTOM FEATURES: 


Western Brown Gunstock full-grain 
Water and Barnyard Acid Resistant Re 
tan leather 
Durable Neoprene short wedge Basket 
weave soles 


Non-Rip moccasin vamps 


One piece Bottle Back-Stay 


Functional Nylon stitc hing 


Perma-Counters 


Tempered Steel Shanks 

Pacifate Protected lining in foot 
Ventilated Sweat Resistant leather in 
soles 

Stitched welted heel seats 
Non-tarnishing eyelets and rivets 
Contrasting rolled top bindings 


Natural Rawhide laces 





You bet 


your boots it is! Follow the 


So much . . . for so little! 

An amazing Gunstock leather that’s rugged enough for field 
wear... tough enough for any man-size job... . soft enough 
for maximum comfort .. . plus custom features found only in 
higher priced boots . . . an unequalled value by the world’s 
largest bootmakers! 


Priced for volume! Nationally advertised retail price is $14.95, 
but minimum suggested retail price is only $13.95! Only Acme 
can give you custom quality at such a popular price 


STYLE 1042... for men 
Sizes 6% through 12 and 13. ‘“B”, “D” 
and “E’’ widths. 

COST TO YOU 


GUNSTOCK LEATHER 

Look for the “natural” colorations and distinctive markings 
from the rugged life of the steer on the range. They are the 
markings of “‘Natural’’ Full Grain Leather. All the tougher 
qualities of the Western Steer Hide “Natural” Fibers are still 
present. Nothing has been buffed off! 


Special oil tanning adds a wonderful ‘‘natural’” soft feel. Con- 
forms to the foot the very first day of wear. Special water 
repellant materials penetrate every fiber of Gunstock! It will 
take the punishment of snow, slush and water, yet retain its 
supple foot comfort and its extraordinary toughness at all 
times. It's tanned in California especially for Acme! 


Boots belong . . . in today’s living 
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GUNSTOCK..$14.95 


Gunstock leather is remarkably tough ... 
incredibly soft... unusually water resistant 
... tanned in California especially for Acme. 


We make no exaggerated claims about this 
boot, but we do tell you this .. . its rugged- 
ness withstands the toughest field wear 
and the punishment of any man-size job. 
Ask your Acme dealer for Hawkeye style 
1042, with Gunstock leather and these all- 
purpose features: Neoprene Oil Resistant 
Soles « Tempered Steel Shanks + Ventilated 
Sweat-Resistant Leather Insoles + Functional 
Nylon Stitching + Natural Rawhide Laces. 





ORDER NOW 








History-making advertising schedule .. . 

- «+ eleven full-color covers and pages to 
appear in national magazines your customers see and 
read and believe! No sport and work boot has ever been 
advertised on such a scale as this! 


IN STOCK .. . for immediate delivery 


These are full covers and pages,in 
full color. 


FIELD & STREAM 


September Back Cover 
October 


November 


Full Page 
Full Page 


December Full Page 


OUTDOOR LIFE 


September... . Inside Front Cover 
October 


November. 


Full Page 
. Full Page 


ARGOSY 


September Back Cover 
October 


November 


Inside Back Cover 
Inside Back Cover 


TRUE’S HUNTING YEAR BOOK 


. Back Cover 


September . 

















GUNSTOCK..$14.95 Ciagornrre) 



































Reprint of national ad 
mounted on an easel dis- 
play card for your win- 
dows and counters... 
plus a newspaper mat 
for your tie-in advertising 
with this extensive cam- 
paign! Complete promo- 
tion package available at 
no cost to you. 
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20 YEARS 
FOR A RAM 
See Pees 12 
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See you at the 
NATIONAL SHOE FAIR 


Fontainbleau Hotel 
Rooms 648-650 
Miami Beach, Florida 


September 21 and 22, 1961 


ACME BOOT COMPANY, 


Clarksville, Tennessee 
BOOTMAKERS 


LARGEST 












Inc. 


TRADE MARK REG.US. PATENT OFF. 


FOR CHILDREN OF ALL AGES 


with repeat 
sales of 
nationally 
advertised 
children's 
shoes... 





In Stock No. 6632 


Black Nylon Velvet 
Saddle Oxford 
Black Saddle, 
Black Crepe Sole 
In Stock No, 846 and Heel 


Brown Oxford with 8% to 12 A, S c ® 
Allenite Tip, 12% to 3 A, B, C, D 
Leather Sole 3% to 6 A, B, C, D, 


82 to 12 A, B, C, D, E, EE 
12% to 3 A, B,.C, D, E, EE 
3% to 6 A, B, C, D, E 
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American Girl takes you out of the peak and valley business into a sure, stable, profit- 
able pattern — and a lot less worrisome one. The complete line sells more kinds of 
people, more times...52 weeks a year. 


teenager, young working woman, | basics, sports, casuals, novelties, 
career woman, young married, matron { walking shoes, working shoes 


American Girl Shoe, 288 A Street, Boston, Mass. * New York Office: Marbridge Building, 47 West 34th Street 


CONSOLIDATED NATIONAL SHOE CORPORATION 
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In this issue... 


Women’s resort, holiday and 
advance spring trends 
News is being made by snakes, bright, silver and gold 


and natural Macassar, used either singly or in combina- 
tions. 


Less than 10% of men wear summer shoes .... 


A count in seven major cities confirms the decline in popu- 
larity of traditional stylings for seasonal comfort. 


13 million new buyers in the next 4 years 
Using the breakdown of the RECORDER—NSMA age/ 
size survey and Census figures, Edward L. Drew esti- 
mates how many new customers there will be in each size 
category by 1965. 


The hand that reaches... buys! ............ 
A new Flagg Bros. store that is an example of two im- 
portant trends in shoe merchandising: the free-standing 


"island" highway store and self-selection retailing at its 
best. 


How to sell foot care 


Sixteen suggestions for developing a profitable business 
in foot-care items and comfort shoes. 


Departments ... 


Estelle Anderson Personnel 

Gervase Butler Profile 

Dates Publisher’s column 
Deaths Retail trade report 
Editorial Retail news 


Geraldine Epp 


Inside shoe business 
Tiss thal eine Evelyn Schless 


: Shoe people 
pe legen news mae cole 


f i rt Trade trends 
aie a th aoe 8 Voices from the trade 
New products Washington alert 
Pattern portrait Worth writing for 


Coming September 1... 


Just a big picture is not enough today 
Every shoe advertisement must have a reason. It must 
answer the question, "Why do women buy shoes?" 


Salesmen on the road 





.. LIKE THE PROFITS 


OF DEALERS WHO FFP 
STOCK AND SELL FZ ~“A/R 


SHOES FOR CHILDREN 


EBY SHOE CORPORATION + EPHRATA, PA. 
New York City Sales Office: 924 Marbridge Buliding 
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WASHINGTON ALERT ., ccorce ences 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


White House control plans 


Higher costs and higher prices 
... threat of government restric- 
tions on charge accounts and in- 
stallment buying . . . the possibility 
of price control. 

These are the danger spots in the 
road ahead for the next several 
months. All arise from the U. S.- 
U. S. S. R. shouting contest over 
West Berlin and President Ken- 
nedy’s threat to go to war “if nec- 
essary” to keep the Reds from over- 
running that free city. 

Total war would bring rationing 
of footwear and apparel, as well, 
plus a whole host of other federal 
regulations covering production, 
sales, and consumption—all in par- 
alyzing bureaucratic detail. 

In past wars, the White House 
asked and got price-control and ra- 
tioning laws enacted in jigtime by 
the Congress. Kennedy insiders 
now say they may not bother with 
such formalities. If an emergency 
arises quickly, they’ll rely upon 
presidential powers inherent in the 
Constitution to issue control orders 
with lightning speed. Their theory 
is that world tensions today will 
not permit the traditional congres- 
sional wrangling over the need— 
or lack of need—for controls. They 
intend to act swiftly and boldly— 
and argue about the validity of 
their acts later. 

White House planners group con- 
trol powers in three brackets, ar- 
ranged in order of increasing ur- 
gency: (1) indirect controls, such 
as higher taxes, higher interest 
rates, consumer credit (installment 
buying) controls, bond savings pro- 
grams; (2) direct controls over 
prices, wages, salaries, and (3) 
consumer rationing. 


Import hearings planned 


A House subcommittee plans a 
day of public hearings in late Au- 
gust on problems caused by shoe 
and apparel imports. 


August 15, 1961 


The subcommittee headed by 
Rep. John H. Dent (Pa. Dem.), is 
chiefly concerned with the effect of 
imports on employment. Mr. Dent 
believes that the rising volume of 
imported shoes in recent years is 
not only causing unemployment in 
the shoe industry, but also is re- 
tarding the growth of the industry. 

The hearings will be held in 
Washington on a date to be set. 


Antitrust enforcement 


Congress talks of toughening the 
antitrust laws. 

There’s still an attitude of 
amazement in Washington over the 
electrical industry’s former price- 
rigging practices, as brought out in 
federal indictments earlier this 
year. This provides a favorable 
climate for writing new federal re- 
strictions on how goods may be 
bought and sold. But not all mem- 
bers of Congress are convinced that 
new laws are necessary. Alert and 
vigorous enforcement of laws al- 
ready on the books would do the job 
as well, they claim. 

Legislation backed by Sen. Ke- 
fauver (Tenn. Dem.) and Rep. 
Celler (N. Y. Dem.) would: 

@ Increase antitrust fines from 
$50,000 to $100,000 for individuals 
and up to $500,000 for corporations. 

@ Impose jail terms on persons 
convicted more than once in 10 
years of the same offense. 

@ Punish executives who had 
reason to know of price-fixing but 
did nothing about it. 

@ Require identical bidders on 
government contracts to certify 
that their identical bids were not 
the result of collusion. 


Congress appraises CPI 


A committee of Congress says 
something should be done to im- 
prove the government’s method of 
measuring consumer prices of shoes. 

This comment comes from a Sen- 


ate-House Economic subcommittee 
that has been seeking ways to im- 
prove the government’s many sta- 
tistical reports and indices. The 
comment is an indirect reply to a 
complaint presented to the subcom- 
mittee by the National Shoe Manu- 
facturers’ Assn. NSMA holds that 
the government’s consumer price 
index is not an accurate index of all 
footwear prices. The CPI gives the 
public the idea that footwear prices 
have risen sharply in recent years, 
whereas this is not the case. 

Whether or not the Bureau of 
Labor Statistics actually will re- 
vise its index of retail prices re- 
mains to be seen. But the NSMA 
has at least gained a partial victory 
in wringing from the proper con- 
gressional subcommittee an admis- 
sion that the index is in need of 
improvement. 

“The basis for continuing im- 
provement of our price statistics 
lies in a modest but continuing pro- 
vision for research in the agen- 
cies,” the subcommittee said. 


Schnitzer’s office merged 


The name of Julius Schnitzer’s 
office is being changed. Mr. 
Schnitzer is the government’s lead- 
ing authority on leather and foot- 
wear. But there’s to be no change 
in the quality or volume of his 
counseling to the shoe and leather 
industries. 

Secretary of Commerce Luther 
Hodges disclosed in July that he’d 
been reshuffling some Commerce 
Department offices, including Mr. 
Schnitzer’s. The Leather, Shoes 
and Allied Products Div., of which 
Mr. Schnitzer has been director, is 
being merged with the Textile and 
Clothing Div., of which A. Henry 
Thurston is director. 

In late July, Secretary Hodges 
still had not announced who would 
be in top command of the merged 
office—Mr. Schnitzer or Mr. Thurs- 
ton. 





GOOD*YEAR, 


Mr. Neolite has a Question and Answer for you . . . 


Q. Why do so many leading 
Neolite Flex Soles’? 


A. Because they put shoes 
... Customer Appeal! 


INTee) bits 
Flex 
Soles 


for men’s and women’s shoes 


NEOLITE Flex Soles are doing a selling job for retailers and 
manufacturers where it counts most—at the consumer’s level. 
How come? Because NEOLITE Flex Soles add irresistible fea- 
tures to even your most attractive brands. 

Take flexibility, for example. NEOLITE Flex Soles are amaz- 
ingly flexible—yet they have all the traditional qualities for 
which NEOLITE is famous . . . they’re long wearing, damp-proof 
and help keep shoes in shape longer. In addition, NEOLITE Flex 
Soles come in a variety of beautiful finishes that are luxurious 


6 


looking, smooth and mellow. In short, they not only make 
shoes more comfortable from the very first steps, but they also 
make them more appealing at the very first glance. 

What’s more, manufacturers find NEOLITE Flex Soles are 
easy to apply and have remarkable finishing characteristics 
that can save finishing time. Specify genuine NEOLITE Flex when 
you order . . . For more information, contact your Goodyear 
Representative. Or, write to Goodyear, Shoe Products Divi- 
sion, Akron 16, Ohio. 
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_..80 flexible 
Welemertn 
send them 


with your 


fingertip 


Lots of good things come 


GOOD, 


NEOLITE, AN ELASTOMER-RESIN BLEND, T.M. THE GOODYEAR TIRE & RUBBER COMPANY, AKRON, OHIO 
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Automatic Leveling 
with Fingertip Control 


Fingertip adjustment at eye level, finger- 
tip starting, and automatic ejection of low 
quarter shoes make the Sipfad, Automatic 
Leveling Machine a “natural” for higher pro- 
duction, easier operation and high quality. 

Powerful hydraulic action of jacks and 
leveling rolls combines with automatic 
length measuring mechanism to ensure bot- 
tom character which is always a faithful 
reproduction of the last from shoe to shoe 
regardless of size. 

For the very best in leveling investigate 
the Matied, Automatic Leveling Machine — 
Model A. 


UNITED SHOE MACHINERY CORPORATION 
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DATES 





Major markets .. . 


National Shoe Fair, National Shoe Manu- 
facturers Assn. and National Shoe Re- 
tailers Assn. Fontainbleau, Barcelona, 
Seville, Sorrento and Montmartre Hotels, 
Miami Beach, Fla. Sept. 

National Shoe Fair of America (formerly 
Shoe Show of America), National Assn. 
of Shoe Chain Stores and New England 
Shoe and Leather Assn., Hotels New 
Yorker and Sheraton-Atlantic, New York 


No 

Allied Shoe Products Show, Fall-Winter 1962, 
New York Trade Shoe Bidg., New i ; 
ec. 3-6 


v. 5-9 


... and keep in mind 


National Shoe Travelers’ Assn., Annual! Con- 
ae Casablanca Hotel, Miami Beach, 
la 
Market Research Institute, National 
Manufacturers Assn., Delano Hotel, 
OS PUES acres Pi ee gde vu aFaccaes Sept. 
Canadian Shoe and Leather Fair, Shoe & 
Leather Council of Canada, Sheraton 
Mt. Royal Hotel, Montreal 
Midwest Shoe Travelers’ Assn., Spring Shoe 
Show, Palmer House, Chicago Oct. 
Dailas Spring Shoe Fair, independent spon- 
sorship, Dallas Trade Mart, Dallas....Oct. 
Ohio Shoe Travelers Club, Spring Shoe 
Fair, Deshler Hilton Hotel, Columbus, O. 
Oct. 8-10 
West Coast Shoe Travelers’ Associates, 
Spring Shoe Show, Alexandria, Biltmore, 
and Sheraton West Hotels, Los a 
ct. 
Boot and Shoe Travelers' Assn. of New 
York, Inc., — Shoe Show, Mid-Isiand 
Inn, Westbury, L. Oct, 15 
Pacific Northwest Shoe Trave Seattle 
Spring Shoe Fair, Olympic and New 
Washington Hotels, Seattle . 15-17 
Southeastern Shoe ‘travelers, Inc., Spring 
Shoe Show, Dinkler Plaza, Henry Grady, 
Piedmont and Peachtree - on - Peachtree 
Hotels, Atlanta . 15-18 
Mountain States Shoe Travelers 
Spring Shoe Market, Albany Hotel, 
Denver . Oct. 22-24 
Chicago Shoe Show, National Shoe Manu- 
facturers Assn. and Nationol Shoe Re- 
tailers Assn., Palmer House and Conrad 
Hilton Hotels, Chicago Oct. 22-25 
Tanners' Council of America, Inc. Annual 
oe Edgewater Beach Hotel, Chi- 
Oct. 25-27 
Michigan Shoe Travelers Club, Spring Shoe 
Fair, Statler Hilton and Sheraton Cadillac 
Hotels, Detroit Oct. 29-31 
Southwestern Shoe Travelers Assn.,_Inc., 
Spring Shoe Fair, Adolphus, Baker and 
Statler Hilton Hotels, Dallas...Oct. 29-Nov. | 
Dallas Spring Shoe Fair (repeat showing), 
independent sponsorship, Dallas Trade 
Mart, Dallas Oct, 29-Nov. 
Boston Shoe Travelers’ Assn., Spring Shoe 
Show, Parker House, Boston ....Oct. 29-Nov. 
Northwest Shoe Travelers, Inc., Spring Shoe 
Show, St. Paul Hotel, St. Paul, Minn. 
Oct. 29-Nov. | 
Pennsylvania Shoe Travelers' Assn., Inc., 
Spring Shoe Show, Hotels Penn Sheraton 
and Carlton House, Pittsburgh. .Oct. 29-Nov. 
Indiana Shoe Travelers’ Assn., Inc., Spring 
ee Fair, Claypool Hotel, Indianapolis, 
nd 
Ind t Annual 
New York (hotel to be announced)... 
Empire State Footwear Assn., Inc., 
Show and Convention, Sheraton- Syracuse 
Inn, East Syracuse, MA. See: Ss: 
North American Factory Management Con- 
ference and Shoe Machinery Show, Na- 
tional Shoe Manufacturers Assn. and 
Shoe Manufacturers’ Assn. of Canada, 
Netherland Hilton Hotel, Cincinnati 
May 17-20, 1962 





Foreign... 


Sémaine Internationale du Cuir (Interna- 
tional Leather Week), Parc des Exposi- 
tions, Porte de Versailles, Paris, wees ni 

pt. 8-1 

Italian Shoe Week, Vigevano, Italy.. p+ 17-25 

Sample Shoe Show, Dusseldorf, Germany | 

1-3 


Shoes for Spring Exhibition, Footwear Man- 
pes wed Federation, Mt. Royal Hotel, 
on Oct. 2-5 
Fashion in Footwear Exhibition, Washington 
Hotel, London ..... Oct. 2- 
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3562—Genuine 
Horween’s Wine 
Cordovan with 
Full Leather 


Linings- 


1562—Same in 
Black. 


THE PROUDEST NAME IN SHOES 


Simply the world’s greatest Cordovan shoes . . . 
at least that’s what people who wear them 
think. Maybe you should try them! 


Write for details of the 


WALK-OVER and KEITH HIGHLANDER 


Franchise Plan. 


GEO. E. KEITH COMPANY 


Brockton 63, Mass. 











/ OUT OF 10 WOMEN 


BUY 


ESQUIRE 
Scuff kote 


for their children’s shoes!! 


FOLLOW THE LEADER-GET ON THE ESQUIRE 
BACK-TO-SCHOOL BANDWAGON 


esQuIRE 





PLUS...A TERRIFIC a)“ PLus COMPLETE 


CONSUMER OFFER! (eye = IN-STORE 
Esquire DUFFEL BAG shine kit Ez La PROMOTION! 


... looks and feels like leather...$2.95 ~ ae “School bus”... giant Window 
value...contains Esquire Black £ 


: Se: Streamer...Shelf Talkers and 
ange Polish, Esquire Saddle = > ¥ <—/| Counter Cards. All major pieces 
Soap, shine cloth, dauber, shoe le ~- 7 Ses have Offer Blanks attached. 
brush. Special with coupon j Fr bey 


--- $1.00 


Big National Television Advertising...as well as ads in GOOD HOUSEKEEPING, PARENTS’ 


10 
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This SELF-ACTING 


1. Cupped Heel Seat for sta- 
bilizing the feet and for 
greater walking pleasure. 


3. Made of imported 
wood, shaped to natural 


contour of foot. Special 
Metatarsal Crest pro- 
duces a natural toe-grip- 
ping action. The great toe 


and great toe joint re 
a depression. 


stin 


2. Cushioned 
leather 

straps securely 
attached by 
four screws 


and buckle 
for individually 
adjusting to foot. 


4. Non-slip crepe sole for noiseless walking, long wear. 


Exercizer Strengthens, 


Comforts, Rests Feet 


WHILE WEARER WALKS! 


FOOT EXERCIZER 
SANDAL 


Offers real Profit and 
PRESTIGE- BUILDING 
attractions for YOU! 


A scientifically designed orthope- 
dic appliance in the form of a smart 
sandal! It automatically exercises, 
strengthens and comforts the 
muscular structure of the foot... 
restores foot’s normal toe-grip- 
ping function . . . helps overcome 
foot arch weakness. All this while 
the wearer WALKS for only a short 
time each day indoors, outdoors, 
anywhere! 


NOTE: This appliance does not, 
of course, take the place of arch 
supports. Rather, it gives the 
wearer added benefits by strength- 
ening the foot’s muscles. 
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Never 
Before 


Anything 
Like It! 





WOMEN’S 
Birchwood/Beech. 
(French heel) No. 7387. 
White kid or Bone suede 





WOMEN’S 
Ateak wood 
(114” high heel) 


Sizes 4-11. $12.95, Whs. $7.12 





WOMEN’S 

Ateak wood 

( Low heel) No. 7389. 

Thin sole. Red or Brown suede straps. 





MEN’S 

No. 7370. 

Brown straps. 

Sizes 7-15. $9.95, Whs. $5.75 


Sizes 4-10. $11.95, Whs. $6.57 





WOMEN’S 





CHILD’S No. 7373. 

Red or Brown straps. 

Sizes 10-12. $7.95, Whs. $4.60 

MISSES’ ano YOUTH’S 

No. 7374. Red or Brown 

straps. Sizes 13-3. $7.95 Whs. $4.60 

BOY’S No. 7375. Brown straps. Sizes 4-6. $8.95 
Whs. $5.15 








Nationally Advertised 
Dr. Scholl’s Foot Ex- 


ORDE 


(High heel) No.7372. Red or 
Natural Tan straps. Sizes 4-10. $9.95, Whs. $5.75 





WOMEN’S 
(Flat heel) 
No. 7371. Red or 





R BY STYLE NUMBER AND SIZE 


THE SCHOLL MFG. CO., INC. 


ercizer Sandals ap- 
pear in these popu- 
lar magazines: 
Ladies Home Jour- 
nal « Vogue « Life 
New Yorker « Golf 
Digest 


ee 


Chicago 10, Ill. > New York 11, N.Y. >Los Angeles 58, Calii. I 
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Smart School Styles 
With High Marks in Wear-ology 


Today, school shoes have to be more than good-looking. They 
must withstand tough treatment, too. For there is one thing 
that both tots and teens have in common .. . plenty of activ- 
ity. There’s only one key to a children’s shoe being both 
party-pretty and play-proof . . . construction quality. Any 
authorized Edwards dealer can tell you that Edwards has it. 
And the same craftsmanship that creates good construction 


gives good fit. Look to your 


Edwards 


THE SHOE FOR ( pb 


ARDMORE w4 families have been doing for 


€dwards dealer as thousands of Eduiar 


over 60 years. 


PHILADELPHIA 7, PA. 
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EDITORIAL 


by JOHN REILLY 


The true cost of shoes 


Consumers will pay slightly more for some of the 
shoes they will buy this fall. Inevitably they will pay 
more for their shoes, right across the board, next 
spring. This brings into sharp focus the controversy 
which has been taking place between the industry and 
the Bureau of Labor Statistics over the accuracy and 
adequacy of the BLS Consumer Price Index of foot- 
wear. 

The CPIF is computed to measure changes in price 
of a “basket” or a group of shoes, unchanged in 
quality and quantity from one period of time to an- 
other. The industry contends that this basket of 
shoes is not a true sample of the types of shoes con- 
sumers are wearing. It is comprised predominantly 
of leather shoes made in a limited number of specified 
constructions. 

Public acceptance for a great variety of types and 
constructions of shoes, not measured by CPIF, has 
grown to such proportions in the past several years 
that the basket BLS uses is no longer realistic or 
practical as a basis for establishing what consumers 
are spending for shoes. The Average Factory Value 
is a much more accurate basis for figuring consumer 
shoe expenditures because it is not based on a limited 
sample but on total shoe production. 


The Average Factory Value of shoes 


The Average Factory Value of shoes is computed 
by dividing total value of shipments by the total num- 
ber of pairs shipped, as reported by manufacturers 
to the Department of Commerce. Unfortunately, only 
those in the industry are aware of the Average Fac- 
tory Value figure. It does not receive anywhere near 
the publicity that is given the Consumer Price Index 
of Footwear. Actually the only circulation The Aver- 
age Factory Value figures receive is in the business 
press and even this has created considerable con- 
fusion. Shoemen, themselves, erroneously try to com- 
pare Average Factory Value with the Consumer Price 
Index of Footwear. 

A recent issue of National Shoe Manufacturers 
Assn. News Bulletin contains an interesting chart 
which graphically demonstrates the wide divergence 
between CPI and the average retail expenditure for 
shoes. 

The chart shows that the BLS Index has sky- 
rocketed from $6.30 in 1950 to $8.54 in May of 1961. 
“In contrast” the Bulletin notes, “the average retail 
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price index based on Department of Commerce fac- 
tory value data shows that the consumer shoe expen- 
ditures have risen from $6.73 in 1950 to an average 
of $7.30 in 1961. Thus the actual expenditure in- 
crease has only been 8.5 per cent rather than the 
35.6 per cent implied by the BLS Consumer Price 
Index of shoes.” 

Over the years NSMA has cited to the Bureau of 
Labor Statistics the dangers of CPIF shortcomings 
and a special study was prepared by BLS settinz 
forth the limitations of the index. This study was 
published in the February 1959 issue of the Depart- 
ment’s Monthly Labor Review. While this received 
wide distribution, it did little to help clarify the situ- 
ation even within the industry. NSMA is continuing 
its efforts to obtain a complete reconsideration of the 
problem by BLS. 


Different types of shoes 


For a decade and more, the industry has been in 
the grip of a serious cost-price squeeze. This has 
necessitated radically different types of shoes from 
those selected by BLS for their CPI basket in 1950. 

Moreover the insistent demand by the consuming 
public for lighter, more flexible shoes, with more em- 
phasis on style and less on durability, has made the 
1950 basket obsolete. Consider for a moment the mass 
acceptance of ballets, and skimmer and similar light- 
weight types. None of these shoes are figured in the 
CPI. Without them how can an accurate estimate of 
consumer expenditures for shoes be made? 

The CPIF basket should be drastically revised and 
some new method for computing the Consumer Price 
Index of shoes should be found. 

A very simple formula exists. It is so simple in 
fact that it may be difficult to sell the Government on 
using it. Why not compute the footwear expenditure 
index by taking the Average Factory Value of shoes 
and making adjustments for handling and shipping 
charges and realistic retail mark-ups? Percentages 
of shoes sold at markdown should be taken into con- 
sideration, too. 

If the Government cannot be sold on this formula, 
the industry should prepare its own index of retail 
expenditures. This industry index should be released 
at the same time as the CPIF and given the widest 
possible publicity in both the business and consumer 
press. 





means slip-on success 


Boys go big for these grown-up Simplex styles 
that go on and off with ease. . . thanks to 
quality Shugor that stands up to its job 
for the long life of the shoe. 


THOMAS TAYLOR & SONS 


TAYLORED :-TO:-FIT 





THOMAS TAYLOR & SONS, Hudson, Massachusetts 


© 1961 THOMAS TAYLOR & SONS 
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LETTERS 


A house divided—why? 


The time has come to awaken 
the entire shoe industry to the 
necessity of a Shoe School or Col- 
lege. Next to clothing, the making 
of shoes is the world’s oldest indus- 
try. Unfortunately, the traditions 
of the shoe industry have not kept 
pace with the liberal thinking in 
many other fields. 

Each and every one of us has his 
own idea of construction and 
fitting, and each and every one of 
us goes his own way, after telling 
only a small part of his thoughts to 
other shoemen or customers—which 
adds more and more confusion to 
our business. 





To alleviate human suffering 


When a doctor conceives a theory 
or a procedure, or makes any dis- 
covery which can alleviate human 
suffering, the customary proce- 
dure is for him to make this knowl- 
edge available to others in his pro- 
fession, so they may use it and de- 
velop improvements. It is unthink- 
able to an ethical doctor that he 
should hold back even the slightest 
morsel of knowledge in order to 
keep a jump ahead of any competi- 
tion. 

How different in the shoe indus- 
try! 

Right now there are many ex- 
cellent practical men in this coun- 
try who, in their years of experi- 
ence in the shoe industry, have 
made diseoveries which helped 
them to do a better job. But the 
lack of a school or any organiza- 
tion to record these men’s knowl- 
edge and impart it to others, has 
caused them to assume that no one 
is interested in their discoveries. 
They become secrets, and the shoe 
industry’s loss. The lack of ability 
or willingness on the part of these 
men to teach others means that, as 
they die, their discoveries are lost. 

Wouldn’t it be wonderful if the 
shoe industry had a school and an 
organization to gather and dis- 
seminate information for the com- 
mon good? The last time there 
was a convention of any importance 
in the shoe industry was in 1886. 
At that time, a standard was set for 
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lasts and for size fitting of factory | 
made shoes. No convention ever 
again assembled for anything im- 
portant. 

Many things have happened since 
to awaken the industry to the need 
of a school. 

—Where every branch of the 
shoe industry is taught, from hide 
tanning to manufacturing and sell- 
ing; from a baby’s walking to 
walking in old age, to last making 
for body balance; from style to 
correct adjustment in shoes. 

—Where a man can learn from | 
apprenticeship to postgraduate | 
work, to management or owner- | 
ship. 

—Where shoe men in all fields | 
can meet and bring their problems, 
talk them over and be able to solve | 
them better by knowing what | 
others have done with their prob- | 
lems. 

—Where the last makers, pat- 
tern makers and manufacturers, 
who do not fit shoes, can meet with 
shoe fitters for an interchange of 
ideas. 

The factory representative can- 
not successfully convey the true 
thoughts and feelings of fitters and 
customers to manufacturers and 
last men. 

A shoe show is for buying and 
entertainment; very little time is 
left for any consideration in depth 
of fitting and business problems. 

I have been in the industry over 
45 years, and every bit of informa- | 
tion I ever needed I had to dis- 
cover through my own research and | 
experimentation. 





| asked questions 
When I started, I asked ques- 
tions and was told the answers were 
trade secrets. When I asked where 
I could study the industry, the | 
answer was “no place.” When I | 
asked why there was no school, the 
answers were: Who will pay for | 
the school? . . . Where will it be | 
located? . . . The industry felt it 
was not its responsibility to take 
an interest in a school, and was not 
prepared to exchange ideas, or to 
accept advancement or constructive 
and educational standards. Every- 
thing was a secret at that time. | 
That is not true today. 
But today I am asked by others | 
(CONTINUED ON PAGE 83) | 





3 -sec. demonstration 
nets instant extra profits 


NEW! 


PAK-LITE* 


shoe trees 


Show your 

customers 

how obsolete 

wooden shoe 

trees have become 

— in 3 seconds! — witha 

Pak-Lite tree... Miller’s newest injec- 
tion moulded shoe tree for men. 


Here are the reasons... 
one-motion action 
automatic fit for length and width 
allows clean air circulation 


shoes stay fresher, last longer, fit 

better 

lighter weight 

fully guaranteed 

easier to pack for traveling 
Pak-Lite trees are easy to add to shoe 
sales, hot promotion items for gift- 
buyers. Important! Order in 8 exciting 


colors. Four tree sizes fit from size 
7C to 13E. Retail Price $3.95 


FULL STORE MARKUP WITH SPECIAL 
20¢ P.M. on every pair 


STOCK UP NOW! 
FROM YOUR DISTRIBUTOR OR WRITE: 


0. A. MILLER DIVISION 
iiler 


United Shoe Machinery Corporation 
PLYMOUTH, New Hampshire 


Canada: Manufactured and distributed by 
Willco Industries Ltd., Montreal, P.Q. 


*Trademork 





Medwed Footwear, Inc., has 13 Model D machines, producing increased volume of casuals, flatties and sport shoes. 


“Better than Possible Performance” 


..-With the GC Sole Stitching Machine Model D 

Medwed Footwear, Inc., of Skowhegan, Me., recently returned 
1 of 14 Model D Sole Stitching Machines ordered to replace 
earlier models. Why? Because in less than six months they proved 
that 13 Model D’s could produce what careful forecasts said 
would require 14 machines. 

““That’s 7% better than we thought possible,”’ says Stanley B. 
Cohen, Vice-President of Medwed. ‘‘The Model D’s are much 
faster and big bobbins give us longer runs — plus a bonus 
in less thread waste.” 

For fast, uniform off-the-last sole stitching, the Model D is the 
ultimate in performance. Check the features listed, and see why 
Medwed, like manufacturers everywhere, choose the USMC 
Sole Stitching Machine Model D to step-up both 
performance and profits. 

, Your United representative can show you how you can improve 
MODEL D FEATURES production performance with the USMC Sole Stitching 


@ Rotary type shuttle. Machine Model D. 
@ 50% greater bobbin capacity, fewer 


bobbin changes. You can wind your ca 
own bobbins and use less expensive 
thread — and less of it. 
@ You get a perfect, uniform stitch 
every we. regardiess of pay | > 
i ss... every seam is ti : 
w—ana—_e- UNITED SHOE MACHINERY CORPORATION 
needie hole... 
@ Smooth and effortless treadle action. BOSTON, MASSACHUSETTS 


@ Automatic thread cutting. 
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steps into the square 
with Parisian Chess, a 
sophisticated pump ona 
wine glass heel. 
Created in 


Hubschinan’s Calf 


#572 Town Brown, and in all 
Hubschman fashion colours... 
by Erica Shoes, Inc., New York 12. 


E. Hubschman @& Sons, Division of Gera Corporation, Philadelphia 23... Fashion Office: 261 Fifth Avenue, New York 10 
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BING CROSBY 


ALE WL 
FOR 61-62 


All-Star GBS Radio Shows 
Sell KIWI All-Star 
Shoe Gare Products 


52 Weeks a Year! 


It’s KIWIS biggest ad campaign! It starts Sept. 4th 
on 204 CBS Radio stations! Radio’s best 
entertainers and best salesmen too— 
seliing the full line of quality KIWI products 
to all America! Sending listeners by the thousands 
into Shoe Care Headquarters—your shop! 

Be sure you have all the fine KIWI products 
shown here when customers ask for them! 

And ask your supplier about 


: ' KIWI LIQUID 
the complete KIWI line, too! SHOE SHINE 


DAVID SCHOENBRUN KIWI SHINE KITS 
Your Man In Paris AND GROOMERS 


THE KIWI POLISH CO. PTY. LTD., POTTSTOWN, PENNSYLVANIA 
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The fast changing world 


—The world we live in today is vastly different from 
that of thirty or forty years ago. As a matter of fact, 
it doesn’t even faintly resemble the one of just fifteen 
years ago. Think back to 1945 and all the changes 
that have resulted from new products and services 
developed by alert marketers who knew how to iden- 
tify and then satisfy consumer interests and desires. 


—Most of these changes were and are for the better. 
They are a mark of progress, an indication of a stand- 
ard of living evolved through the atmosphere of free 
competition. At the same time, they exert an ever- 
increasing pressure on everyone in marketing to ad- 
just objectives and methods accordingly. 

—It’s the same, no matter what product you are sell- 
ing. James Andrews, advertising and merchandising 
manager of the Maxwell House Div. of General Foods 
Corp. proved the point recently when he reviewed the 
almost fantastic success story of INSTANT YUBAN, 
the coffee that’s breaking sales records in top major 
markets. 

—“You can’t talk about a new product without refer- 
ring to the changing world,” he said. “The dynamic, 
fast-changing market place forms the backdrop 
against which any new product must operate. Success 
or failure hinges primarily on one thing .. . knowl- 
edge of the consumer.” 

—Only if industry continues to develop and market 
products that can satisfy consumer needs, can it ex- 
pect to strengthen present consumer franchises or 
develop new ones, he pointed out. 

—Marketing success depends upon your ability to 
know the consumer, recognize and identify her needs 
and wants. Improve your existing product, or market 
new ones that will meet and satisfy these ever-chang- 
ing, ever more demanding needs and desires. 


Z.1B. Value, fh, 
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6 REASONS WHY 
YOU WILL BE WAY 
AHEAD WITH 
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the 


shoe 


PRICES 


Right down the middie of Volume Avenue: 
$8.95 to $11.95! 


PROFIT 


Competitive prices give you plenty of elbow 
room for sound, profitable mark-up. 


Style 


Casual styling in new and classic versions 
to appeal to all ages from 16 to 60...and 
that’s a BIG market! 


ADVERTISING 


Featured in Sports Illustrated and Sport 
Magazine with reprints available of Bristol 
tie-in with Football Schedule for Fall '61. 
Millions will get the message! 


merchandising 


Counter Cards, Plaques, Mailers and News- 
paper Mat Ads for all-important tie-in at the 
local level—and a new Display Unit. 


IN-STOCK SERVICE 


Quick delivery to let you operate with minimum 
stocks and maximum turnover! 


Write to: 
Bristol Division» VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 

















Important points to remember about insole cushioning 


An insole cushion should be 
POROUS ... Flexelon is! 


This smoke passing through Armstrong Flexelon 
demonstrates porosity—an important requirement 
for an insole in today’s lighter, more comfortable 
shoes. Thousands of invisible pores in Flexelon per- 
mit smoke to pass through easily. In the same way, 
Flexelon lets air circulate freely beneath the foot— 
keeping it dry and comfortable. Try the smoke test 
with Flexelon; then try it with the material you're 
now using and see the difference. 

Today’s insoles should be flexible, too. Flexelon is. 
Wrap it around a pencil. It won't wrinkle or crack. 
Release it and Flexelon snaps back into shape. 


FLEXELON IS A TRADE-MARK OF ARMSTRONG CORK COMPANY 


An insole cushioning should be resilient. Press 
into Flexelon. It’s soft, yet springy . . . gives true 
support as it cushions—keeps the foot from hitting 
bottom. 

An insole should be light. Flexelon is ... half the 
weight of cork and rubber. 

Today’s lighter, more comfortable shoes need an 
insole cushioning which is all these things: POR- 
OUS, FLEXIBLE, RESILIENT, and LIGHT. Flexelon 
is, and we'd like to prove it to you. Write us, Arm- 
strong Cork Company, 7808 Delaware Ave., Lan- 
caster, Pennsylvania, for a FREE sample. 


(Aymstrong FLEXELON 


... the newest idea in insole cushioning 
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INSIDE SHOE BUSINESS 


by BILL ROSSI 


Let's get up off our assets 


It’s kind of a sorry sight to see. The long-reigning 
champ has grown soft, fat and smug. Once world- 
respected for his vigor, skill and initiative, the champ 
—no longer sharp on defense, and his wallop gone-- 
reels and staggers as his agile challengers out-hit 
and out-maneuver the old boy. 

The fading champ, of course, is the American shoe 
industry. And the challengers are rising everywhere 
over the globe. They are particularly the shoe in- 
dustries of Europe and Asia. 

The whole story is in today’s performance— 
champ versus the challengers. 

Take the matter of shoe industry growth. For the 
past two years, 1960-61, American shoe production 
and unit sales have declined from 1959 peaks. But al- 
most everywhere else production and sales have risen 
substantially. Examples: Britain up 7 percent in 1960 
over 1959, and to go up again in 1961. France un 
14 percent in 1960 over 1959, with a further rise 
expected this year. Russia showing steady shoe pro- 
duction rises year after year. Same applies to Italy, 
Germany, Japan and many others. 

The world’s shoe industries used to look to America 
for most technological advances. Now few Europeans 
come here to look and learn. One told me recently, 
“We European shoemen owe America a great debt 
for past lessons learned. Now we hope to repay this 
by becoming the teacher instead of the pupil.” This, 
incidentally, has been confirmed by American shoemen 
visiting Europe, and by the National Shoe Manufac- 
turer’s Assn. which states that the European shoe 
industry is now admittedly in advance of ours, tech- 
nologically. 


Style leadership lost 

We used to hold international leadership for crea- 
tive styling. We’ve lost it. Now American shoemen 
turn to Europe and elsewhere as the meccas of crea- 
tive fashion, making their annual pilgrimage in 
humble acknowledgement. (When is the last time a 
foreign shoeman bowed in fashion reverence to 
America?) We have now become famed for our copy- 
ship and followship. 

Our industry once boasted of its leadership in tech- 
nical research. The world acknowledged this. Now 
they shrug us off as primitive dabblers. The honors 
are now theirs. For example, we have nothing to com- 
pare with England’s industry-sponsored Satra House 
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—the world’s best shoe industry research program. 
The Russians, too, have a vast shoe industry research 
program that dwarfs anything we have. Other nations 
are also launching shoe industry research programs 
which are surpassing ours—which is no particular 
feat because we do so little in this area, anyhow. 

Their distribution and merchandising methods are 
already catching up to ours and can be expected to 
surpass ours shortly. 

The one thing of which we can boast—our “ad- 
vantage” if such it can be called—is our mass pro- 
duction. But this too will be only temporary. The 
opening of the vast Common Market in Europe will 
now permit mass production facilities and methods 
to come into play. And the Europeans will likely make 
more profitable use of it. 


Senility, not maturity 

We might excuse all of this by “reasoning” that 
our industry has reached maturity while those else- 
where are still growing and reaching for ultimate 
maturity. If that is the justification, then it’s an open 
admission that the former champ has nowhere to go 
but down. We’re admitting not to maturity but to 
senility. 

With puerile petulance we see ourselves being 
“picked on” by the intrusion and invasion of imports. 
We attribute this plight to “cheap” foreign labor. 
We don a blindfold to the fact that a good share of 
the foreigners’ advantage is due to technical progress, 
creative styling, -bold ideas, and sheer initiative and 
aggressiveness—all qualities which once were consid- 
ered typical of our own industry. 

Let’s face it with an old-fashioned American trait 
called honesty. The foreign shoe industries have taken 
the leadership from us. Perhaps more aptly—they 
didn’t take it. We let it go, by default. The vast Amer- 
ican market has been a soporific which has led us 
into soft, flabby isolationism. The Europeans have 
had to do it the hard way, clawing their way to open 
markets to fill their ambitions. As a result, no fat 
sheaths their muscles. 

We need to take a deep, hard reappraisal of our- 
selves as an industry. We need a new diet, lots more 
muscle-flexing exercises, a freshly determined state 
of mind if we’re to regain the championship. We have 
all the natural assets to do it. But it won’t be achieved 
by sitting on our assets. 





Be 


ae J 
wow Gitano 


“ & by GEILICH 


Sets Fashion’s 
__\ A-Spinning 


Write for free 
sketch of this 
original design. 


Fashion editors cheered, designers buzzed the news along! Then, some of the nation’s 
rop shoe firms styled with the daring new leather departure: ‘‘Gitano’’. Result? 


The most refreshing new footwear in years! 


Accenting a bold, giant-size grain, ‘‘Gitano"’ defies conventional fashion to set a fashion 


trend of its own. Extra supple, lasting shine, because it's double-tanned.* 
Available in all weights, grades and fashion shades for men's and women's footwear styling! 


For FREE swatches . . . write or call TODAY! 


*A CAMBI-tonned fashion hit. 


ia GEILICH TANNING COMPANY 


T. M. Reg. 


one TAUNTON, MASS. 
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“No industry, and the shoe industry 
is no exception, can successfully 
present merchandisé which is 
counter to the dominant prevailing 
preference of its customers,” says 
DAVID W. HERRMANN, execu- 
tive vice-president, Melville Shoe 
Corp. and chairman, board of 
trustees, National Shoe Institute. 
“And,” he continues, “the great 
majority of women still regard the 
slim toe as flattering, feminine and 
graceful. There seems to be no 
abatement in the demand for this 
shape, at least for the fall season 
... particularly on shoes for dressy 
occasions. New shapes and new 
types are being introduced which 
will give women a wider selection 
of fall shoe fashions; but the ac- 
ceptance of these new shapes is, 
as yet, undetermined. 
“The merchandising plans of the 
shoe industry will, as always, be 
primarily influenced by customer 
preference and, in this regard, 
there is little control that the indus- 
try could exert, even if it so de- 
sired.” 

* *% * 
“The meeting of the International 
Leather Chemists Societies in 
Washington, this month, may pos- 
sibly start a new era in the making 
of leather around the world,” writes 
our man, FRED GANNON, from 
Salem, Mass. “So a few notes about 
the beginnings of leather in Salem 
may be in order. 
“Philemon Dickerson, in 1639, was 
‘granted leave to put down tan pits 
and to dress goatskins and hides.’ 
Legend is that he did so on ‘Ye 
training field,’ which is now Salem 
Common. Early settlers brought 
over goats from England. Dicker- 
son doubtless tanned their skins. 
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And he probably tanned moose 
skins, which he had from the 
Indians. So doing, he pioneered in 
the leather industry in the U. S. A. 
as it is in 1961.” 

* * * 


What attracts the customer? 


“Price cuts and sales do not pull 
business if the shoes offered are not 
exactly what customers want,” says 
MORRIS S. COHEN of Parlor City 
Shoe Co., of Binghamton, New 
York. “This leads us to wonder 
if customers of a quality store, 


such as ours, really appreciate sav- 
ings on shoe purchases. Our ex- 
perience almost indicates that most 
women are so style conscious today 
that they refuse to buy any but the 
latest styles, in spite of possible 
price savings and inducements. 
“Or it may be a case of people re- 
fusing to wear anything but what 
‘everybody else’ is wearing. In 
children’s shoes, it seems to be a 
combination of good quality and 
current style which sells shoes. 
Quite often I have tried to heip 
parents who appeared to be none 
too prosperous, to select shoes for 
their children. I’ve shown them 
how they could save money by buy- 
ing certain shoes, only to have 
them ask for ‘something better’ and 
buy it.” 
* * * 


Pride in the Clan 


NATHAN HACK, patriarch of the 
clan, mentions the fact that: “The 
Hack Shoe Co. now has three 
University of Michigan graduates: 
James A. Hack, B. A.; Judith 


Hack, B. A. (son and daughter of 
Morton Hack); and Lawrence S. 
Hack (son of Leonard Hack), a 
Master of Science in Business. All 
three are receiving their shoe 
baptism at the fitting stool, under 
one roof.” 
* * * 


Some helpful suggestions 

“Small manufacturers need strong 
independent shoe retailers and vice- 
versa,” says the owner of THE 
FAMILY STORE in Greenville, R. 
I. He suggests that these small 
groups get together and cooperate 
on mutual problems; and as an ex- 
ample he cites radio advertising. 
He uses a one-minute radio spot a 
week, cost $16. If four retailers 
featuring that particular brand of 
shoes got together, they could use 
four one-minute spots a week for 
the same cost. This could also be 
done with newspaper ads, and 
would enable these independent 
stores to throw in effective adver- 
tising before the major seasons. 


Competition would be negligible be- 
cause the manufacturer generally 
selects distribution very carefully. 
Manufacturers can help with inven- 
tory control, furnishing systems, 
etc. He says “manufacturers sell us 
whereas they should also help us to 
sell.” 
* *% * 

Professional management . . . what 
is it? As Pace College defines it: 
“It’s knowing how to organize 
others and get work done. It’s rec- 
ognizing business risks, weighing 
alternatives and selecting the best.” 
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Chandler’s Shoe Saion, Cincinnati, Ohio. 


PPG products installed: PITTCO Premier Store Front Metal, HERCULITE Safety Doors, HERCULITE Door Frames, Polished Plate Glass. 


How to have the best-looking store in town: 


install a PPG Open-Vision Front 


This Chandler’s Shoe Salon happens to be in a shopping center in Cin- 
cinnati, Ohio. But no matter where your store is located you can have 
the most attractive building around if you install an Open-Vision Front 
by Pittsburgh Plate Glass. And a modern, attractive appearance can 
give you a big edge over your competition. 

If you intend to remodel, it will pay you to install the Open-Vision 
Look. It is sound economics, because the cost of your new front can soon 
be offset by increased business. We have testimonials from firms all 
over the country, telling us how their business increased after they 
installed a PPG Open-Vision Front. For more information, send for our 
free booklet or contact your Pittsburgh Plate Glass branch or distrib- 
utor. There’s one nearby. 


Pittsburgh Plate Glass has the complete package to give your shoe store the 
Open-Vision Look: Pittsburgh Polished Plate Glass; a complete line of attractively 
finished Pittco® Store Front Metal; TuBe.ite® aluminum-framed doors with 
glass panels; HERCULITE®? Tempered Plate Glass Doors and West Tension 
Polished Plate Glass Doors, both with aluminum, bronze or stainless steel frames; 
Pittcomatic® Automatic Push-pull or Mat-operated Door Openers. 


PI Pittsburgh Plate Glass Company 
G 


Paints « Glass * Chemicals + Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 
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Pittsburgh Plate Glass Company 
Room 1227, 632 Fort Duquesne Bivd. 
Pittsburgh 22, Pennsylvania 


Please send a free STORE FRONT booklet to 
Name 

Address __ 

City 

State__ 


Store__ 
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A corset (shoe) and an image 


Instead of the proverbial shoe- 
string, Dr. Abraham Posner 
started his children’s shoe busi- 
ness back in 1888 with a pat- 
ented, adjustable ankle brace... 
a “corset” shoe to hold the 
ankle firm where it showed signs 
of weakness. He early recog- 
nized the need for semi-profes- 
sional service to the community 

SAUL MASLOW in protecting the foot health of 
the growing child and never, during his lifetime, did 
he deviate from that ideal. His son, Herbert Posner, 
has carried on in that same tradition. Over the years, 
the business has grown steadily, almost brick by brick, 
performing a service to its customers, the independent 
retailers, and through them, to young consumers. 
Present daily production, about 3500 pairs made at the 
factories in Allentown and New Oxford, Pa., goes to 
some 800 active accounts across the United States. 

Now, at 64 years of age, Herbert Posner is still very 
active in the control of the business. He has recog- 
nized that he “can’t go it alone” and wisely delegates 
responsibility for certain phases of the business to 
able lieutenants. 

In sales, he has Saul Maslow, who has been with the 
company since September 1952, when he started as 
assistant sales manager and within the year had 
proved himself capable of assuming the full sales man- 
agement function. He began with advertising and 
sales promotion and then went on to factory coordina- 
tion, styling, quality control and the development of 
new lasts, patterns and manufacturing methods. 


Studied pharmacy 


None of Saul Maslow’s early plans for a career 
included shoes. In fact, he thought perhaps he’d like 
pharmacy and enrolled at Columbia University. After 
a year of study at the College of Pharmacy, however, 
he decided that wasn’t what he wanted. However, it 
didn’t end there, for in one of those strange coinci- 
dences of life, he was Chief Pharmacist’s Mate aboard 
an assault transport ship during his 1942-45 stint for 
Uncle Sam. He took part in the Pacific invasions at 
Tarawa, Eniwetok and the other atolls. 

Or he could perhaps have been a figure in ice skat- 
ing, for he was good in that sport. In fact, he earned 
a good part of his tuition as an ice skating instructor. 
Nowadays, he limits his instruction to his children. 

But back to shoes! Doubtless, it was intended that 
he go into children’s shoes, even though it was via a 
sales manager’s position at I. Bauer, Inc., importers of 
straw sisal shoes from Haiti, in 1946-49, and H. C. 
Godman Co. in 1949-50. 
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His interest and enthusiasm for children’s shoes 
started when he was with the Weatherbird Div. of 
International Shoe Co., in 1950 and up to September 
’52, and has continued, in fact accelerated, each day 
that he has been with Dr. Posner Shoes. . . the last 
quarter of ’52 to the present. With three children of 
his own, ranging in age from 6 to 14, he knows, at 
first hand, most of the problems involved in children’s 
shoe requirements and needs. 

Saul has been one of the most articulate proponents 
of the idea that the independent shoe merchant who 
sells quality juvenile footwear can be the last strong- 
hold or hold-out against the ever-increasing inroads 
into the shoe business by the discount, roadside and 
chain operators. He believes that parents, even those 
in the lower income brackets, will spend extra money 
for children’s shoes at a store where they know their 
children’s foot welfare is a factor; even if it means 
spending less money on their own shoes. He says: 
“By giving the merchants advertising and merchan- 
dising counsel, backed up by an instock line of shoes 
that has been established during all these years, we 
can help that dealer maintain a store image that will 
put him above the discount operators. 


The equipped and qualified dealer 

“We feel that the dealer who can convey to the pub- 
lic the assurance that he is equipped and qualified to 
handle the footwear needs of the growing child will 
create a store image that will keep the customer com- 
ing back on an average of every two or three months. 

“There have been many changes during the past 
eight or nine years. Take the style aspect, as an in- 
stance. Youngsters today, even at three years of age, 
demand shoes that are styleful. There was a time 
when two kinds of shoes—welts and dress cements— 
would suffice for the style needs of girls and boys. 
But with the advent and emphasis on style, we have 
had to introduce new constructions, such as sport 
silhouwelts and some sport cements. Per capita con- 
sumption of pre-school and school shoes hasn’t in- 
creased. What it does mean is that a store has to carry 
15 to 20 per cent greater inventory today, to do the 
same amount of business it did ten years ago.” 

One of Saul Maslow’s important objectives, some- 
thing he has tried to do during the past eight or nine 
years, is to project the Posner image into its proper 
present day sphere. The original concept, predicated 
on correct footwear for each stage of the child’s foot 
development, continues; but the over-all image of the 
line, as it is now comprised, is 90 per cent regular, 
normal, every day footwear, from sport to dress types; 
the balance of 10 per cent in corrective type footwear. 
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All NEW Silhouettes 
All NEW Lasts 

All NEW Styles 

All NEW Materials 
All NEW Name* 


*for casuals only 


wellco 


F UNREAD 


Summer Casuals 





REGIONAL PREVIEWS 


NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 
AUGUST 16-17 AUGUST 20-21 AUGUST 23-24 AUGUST 27-28 
SHERATON-ATLANTIC OXFORD HOUSE BILTMORE HOTEL HILTON INN 
BLUE ROOM Wacker and Wabash Ave. SUITE 3227-28 International Airport 


HOURS: 11 AM to 9 PM * REFRESHMENTS SERVED 
©1961 WELLCO SHOE CORPORATION,WAYN ESVILLE, N. C.1n Canada, FoamTreap Casuals are made exclusively by Kaufman Rubber Co., Kitchener, Ont. 
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by EVELYN SCHLESS, women’s editor 


Shape(s) of things to come 


What shapes will be biggest for spring? Widened, flat- 
tened toes in softened squares and crescents, says David 
Serling, president of Sterling Last. 

Sterling’s output for fall was about 45 per cent square- 
toed (in about two dozen styles), 35 per cent crescents (in 
six styles) and 20 per cent 2% needles. Naturally these 
figures do not represent total shoe sales because of old lasts 
in use. 

For spring, Mr. Serling foresees: square toes with more 
subtlety, fewer sharp angles, less of a novelty look... a 
shorter look but always with flat toes and never the horrible 
“baby doll’ look of the 1940’s . . . some crescent toes with 
slightly pinched side lines and receding foreparts . . . the 
new oblique toe .. . heels definitely lower, with emphasis 
on 15/8 and 16/8 for all types of shoes. 


Broad crescent Soft broad square Slant toe 

And if this isn’t enough variety of shape for you, just 
see below what the future holds (according to a press release) 
on “Sans,” a newly patented method of attaching shoes to 
soles of feet sans straps or uppers: 

“Designers no longer need to restrict their creative efforts 
to conventional shoe-shapes that for centuries have been re- 
stricted to styling that embodies a means of holding the 
shoe on the foot... .” 

The inventor of “Sans,” Edward F. McCarthy of Oakland, 
N. J., spent six years in experimentation and field-tested the 
process on dance floors and basketball courts, says the re- 
lease. 

Our prediction: Here is a novelty that could give the low- 
est price market a shot in the arm. But fashion? Only for 
the beach. 


te 








The name is CRYSTAL...and its 
future is clearly immense! Art- 
fully young, insatiably new, this 
shoe features the softer crescent 
toe...Fall’s biggest news. And 
highlights the high sides, the 
flattering U throat, the shapely 
flaired heel. Available now in 
black calf. Later in suedes, 
patents, colors. 


SHOEMANSHIP® in Action $11.99 to $14.99 
Consumer Tested High Fashions $11.99 to $14.99 


Fashion Meets Price at $9.99 


MUTUAL SHOE SALES COMPANY 
New Hampshi 


105 McGregor Street, Manch 4 
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Tufsta* has extra strength at 
points of stress and flex... cuts 
your returns to a minimum 








This No. 1 reinforcing material’s unique blend of nylon and cotton fibers has unmatched stitch-tear resistance and 
equal tensile strength in all directions, delivering customer satisfaction for the life of the shoe. What’s more, Tufsta 
allows greater design freedom, improves profits by reducing costs, and speeds delivery by eliminating production 
headaches. As a plumper, Tufsta Doubler permits use of thinner upper splits, an important saving with today’s high 
leather costs. Considering Tufsta’s combination of manufacturing and consumer benefits, you can’t make a better choice. 


The finest, most complete line of vinyl shoe fabrics comes from: 


Fé TEXTILEATHER’ 
THE GENERAL TIRE & RUBBER COMPANY S4a=& 


TEXTILEATHER DIVISION /TOLEDO 3, OHIO TEXTILEATHER 
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by GERVASE BUTLER, men’s editor 


Modified classic... 
fashion pace for spring 


Good taste is always a matter of combining the classic 
or traditional with fresh details on which designers take a 
certain sporting chance. That combination in men’s footwear 
for spring and summer 1962 promises handsomely. But let’s 
get it, in a figure of speech, from the horse’s mouth, in high- 
lights from the forecast of the Men’s Shoe Style Committee 
of the National Shoe Retailers Assn. 

Masculine spells out trend direction. The masculine touch 
means more mannish, “meaty” detailing on modified slim 
shapes. 

In the trend to soft construction, cushioned insoles are a 
step toward the ultimate in light, flexible footwear. Unlined 
shoes are coming in for added attention. 

Modified toe shapes are in order, with interest in ex- 
tremely narrow toes giving way to emphasis on discreet 
tapers. A new development is the Button Toe to be shown 
in many lines. 

Silhouette interest indicates continued growth for slipons, 
as well as two, three and four eyelet brogues. 

The movement to masculine detailing is interpreted in: 
...low line Guantone stitching (very important) 

... tip designs, better defined and more visible seaming 
... Shadow antiquing effects 

Smooth and glove type leathers are expected to over- 
shadow heavy grains. Very little lightening in colors is in 
prospect. Black should stay the same. Black-brown, olive 
interest too. 


Casuals . . . boom time coming 


Forecast: tremendous growth in casual shoes, pacing ex- 
pansion in leisure time and clothing designed for relaxation. 

New, extremely lightweight packable indoor-outdoor foot- 
wear will be interpreted in many more lines. . . a category 
addition. 

Trend direction in men’s casual shoes, excluding handsewn 
and machine sewn types, is: 
... the last . . . a modified slim brogue. 
... pattern... No.1, the blucher moc... No. 2, slipons . 
No. 3, plain toe bluchers . . . No. 4, desert or chukka types. 

. colors ... black, spanish moss, cactus in glove tannages 

.. . leather ... glove and soft types. 

For men’s hand and machine sewn shoes, trend details are: 
. .. last, the medium and narrow toe moccasin effects. 
... pattern, No. 1, low runner seam... No. 2, Venice... No. 
3, bluchers, bal moc ties ... No. 4, penny moc. Colors include 
black, dark brown, brown-green; leathers, the finer grains. 


Another 
Jarman Winner 
for Fall 1961 


J4731— 

in hickory brown Buffalo 
Grain leather. Leather 
sole, rubber heel. 

To retail at $14.95 (slightly 
higher in the West). 





SHOES FOR MEN 


$10.95 to $19.95 most styles 
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JARMAN SHOE COMPANY 
NASHVILLE, TENNESSEE 


A GENESCO DIVISION 








your next six customers 
will prove it! 


If you follow the business news of the day you will notice that the American public is 
developing an increasing desire for quality e No longer is price the most important factor. 
And this particularly applies to the money spent by parents for their children’s shoes « 
You can prove it to yourself in the next six sales you make to your customers. Offer 
quality FIRST—pull Pro-tek-tiv shoes. Talk about the fit and quality features 


to step into Pro-tek-tivs because it means a step up to quality — 








and you also step up your sales and profits. 


Pro-tek-tiv’. 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 
CURTIS-STEPHENS-EMBRY CO., READING, PENNA. 


#3921—Black 
#9921—Red J 
T-STRAP #5921—Brown 


#8921—Blue 
Write for new catalog. 


S. 


i. 





BUILT-IN HEEL 

. . to help 
keep ankles from 
turning in. 





EXTRA HEEL FIT- 
TING AID. . . to 
help hold the heel 
in normal position. 





LOWER OUTSIDE 


a ae 
gap at the sides— 
no slip at the heel. 





RIGHT AND LEFT 
Hi 


. help 
give added support 
to inner side of foot. 





DIFFERENT ARCH- 
HEEL HEIGHTS... 
changed twice in 
each size range. 





BREAK-IN DIMPLES 
. « provide natural 
rest for the foot. 





FREQUENT “LAST 
CHANGES . . . twice 
in each size range. 
Other brands change 
only once. 
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by ESTELLE G. ANDERSON | y children’s editor 


Arrived: the time and the place 


Retailing is a seesaw. It’s either up or down, depending 
upon the boost that it gets from the merchant. Actually, it’s 
a matter of balance, putting the weight where it will do the 
most good. And those with enough “savvy” know how to 
protract the “up” position by taking advantage of the pro- 
motion potentials in a season’s offerings, whether it be color, 
style, pattern or material. 

Calendar-wise, we have arrived at the time of proving 
whether the trends and fashion directions promulgated and 
projected some three or four months ago, are correct. And, 
at the place, the point-of-sale (the fitting stool) where the 
back-to-school and early fall shoes are actually bought. 


Spice ’n everything 

What are you doing in your store to increase traffic and 
customer interest? There is still time to put one of those 
Early American spice chests in your window. Tip it for- 
ward a bit so that the drawers spill out just enough to show 
the curry, mustard, paprika, cinnamon, ginger, nutmeg. 

For the young prospectors, girls or boys, looking for 
shades of gold ... antique, green or brass . . . there’s some- 
thing terribly exciting about a miner’s pick, a short handled 
spade, a sieve and a pan. 

Earth and Stone colors almost speak for themselves. But 
you can make them more “articulate” with mudpies (real or 
simulated) and heaps of stones and pebbles in varying sizes. 
Inverted pails and shovels, preferably in a bold fireman red, 
for the needed touch of color. Then there are the jewel 
colors: jade, garnet, sapphire. ... A glass boulder, with a 
revolving color light back of it, or lots and lots of fake beads 
and baubles will do the trick. 


Shoes and socks 

Statistics show that only 2% per cent of the population 
is born with foot defects or ailments. By the time they reach 
the age of 25, however, 83 per cent have foot defects. The 
responsibility, therefore, rests upon the shoe fitter to make 
absolutely certain that the last, pattern and fit are right. 
But ... shoes are not the only cause. Socks that are short 
can be a contributing factor too, resulting in ingrown toe- 
nails, blisters, etc. Their one saving grace is they generally 
have a bit more “give.” 

Socks are measured from the tip of the toe to the back of 
the heel, in a straight line, and are made with square toes. 
Some of the manufacturers are now making them even more 
square. A Size 4 would be four inches on the ruler and 
Size Charts for corresponding shoe sizes have been fairly 
well standardized. 
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Even 


Slop Master 


window dressers 


are 
staple sellers 


Fresh, seasonal Step-Masters 
are eye-catching and atten- 
tion-compelling because 
they’re fashion-right but not 
freakish ...as sales-right as 
Step-Master’s season-after- 
season staples. 


SHOES, Inc. 
GREENUP, ILLINOIS 


Manufacturers of children’s shoes in the 
budget price bracket of $3.95 to $5.95 
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You Can Imitate a Stacked Heel 
by painting..... covering... 


.. or piling 




















e Resilient Spectro Leather Fibre 
e Beautiful Spectro Finish 


e Contour-wedged 


Insist on S pelo Stacked Heels! 


THE GEORGE O. JENKINS CO. 


Bridgewater, Massachusetts 


SPECTRO® BRAND HEELING BOARD IS ALSO MADE IN CASEYVILLE, ILLINOIS BY WESTERN 
FIBRE CO., IN CANADA BY BENNETT LTD., FORT CHAMBLY, P.Q., 
KINGDOM BY SYSTON FIBRE BOARDS LTD., 


AND IN THE UNITED 
1F HEELING BGARD IS MADE BY 


SYSTON NR. LEICESTER, LEICS. 
ANY OTHER MANUFACTURER, IT'S NOT SPECTRO! 
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LETTERS 


(CONTINUED FROM PAGE 15) 





the same questions—“where can I 
learn the shoe business and your 
type of corrective shoe fitting?” 
This is considered a bread and but- 
ter repeat business. My answer is 
that I don’t know and that there 
are no practical schools. 

Unless new men are taught to 
take over as the old timers go into 
retirement, the public will suffer— 
but your business will suffer more. 

Young men must be _ taught. 
Newcomers must learn knowledge 
of the old timers. 

We must institute continuing 
research projects in lasts, tanning, 
designing, manufacturing, style, 
body balance in walking, fitting, 
and improved repair techniques de- 
signed to preserve the original last 
and balance qualities of the shoes. 

Now is the time—not tomorrow. 

EDWARD LANDOW 
LANDOW SHOES 
NEW YORK, N. Y. 


Shabby shoes 


I have small investments in vari- 
ous shoe companies (Brown, Edison 
Bros., Genesco, International, Mel- 
ville, U. S. Shoe, Agnew Surpass, 
Beck, Shoe Corp. of America, Na- 
tional Shoe) and wonder why they 
don’t unite forces in an advertising 
campaign. All of the ads, paid for 
jointly or by one of the associa- 
tions, could have a heading, “Are 
your shoes more tired than your 
feet?” The picture below the head- 
ing would be of a pair of shabby 
looking shoes. And what looks 
worse than a pair of shabby shoes? 

Enough of this advertising would 
possibly make many people more 
conscious of their footwear and re- 
sult in greater sales. 

ERIC H. BROKOP 
CHICAGO, ILL. 


The right recipe 
I think you wrote the recipe for 
selling quality footwear in the col- 
umn on page 13 of the July 1 RE- 
CORDER. Also the article, “How to 
add 15 per cent to your back-to- 
school sales” (p. 37). 
MOSE LEIBOWITZ 


YORK, PA. 
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MOSE LEIBOWITZ, INC. a 


by GERALDINE EPP, teenage editor 


Red and green and holly time! 


NOW THE COUNTDOWN begins .. . 110 shopping days 
til Christmas . . . 85 until Thanksgiving. It’s TIME to 
order the festive footwear teenagers will be wanting for 
their holiday whirl. What to buy in your open-to-buy posi- 
tion? Well, a few suggestions: 

First, some “kooky” semi-tailored flats . . . with novelty 
or fun appeal... anything to make HER fall selection look 
“old hat.” For example, Piccolino’s square-toed kid Grecian 


slipper with gored straps. Key such selections to Tree-Trim- 
ming parties ... record sessions . . . holiday occasions. 

Next, some very dressy flats . . . for Christmas Dinner, 
holiday calls, less-than-formal dances. (Remember, many 
girls like the social security of flats for dances—so they 
won’t tower over their partners.) Offer elongated ovals as 
well as points for toe interest . . . in materials, consider 
bright patents (red and jade green . .. appropriate) ... 
jeweled kidskins . . . novelty velvets. Sculptured or paisley 
printed nylon velvets are noteworthy offerings seen in such 
lines as Nina, Capezio and Sandler. 

Finally, include a fresh range of little heels for holiday 
teas and luncheons as well as evening formals. For the 
latter events, include some festive gold kidskins and don’t 
overlook re-sizing on dyeable pumps. 

PROMOTE WITH ZEST: Use the theme “It’s RED and 
GREEN and HOLLY TIME. ... TIME to Select Your Holi- 
day Footwear Wardrobe.” As a backdrop to a window dis- 
play or newspaper advertisement, show a large clock face .. . 
sprigs of green holly for the hands, red berries for numerals. 

TRIM-A-SHOE TREE: For a departmental display, show 
a small Christmas tree decorated with shoe ornaments you 
have for sale . . . rhinestone clips to be attached to simple 
pumps... Musi’s fluffy “powder puffs” in a range of colors 
for wear on sneakers or rollar skates . . . companion pieces 
such as “Jiminy” and “Cricket” (also Musi) to decorate 
sneakers. Place appropriately decorated shoes beneath tree. 
Suggest ornaments as a gift idea: one teenager to another. 
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THERE’S ONE IN EVERY FAMILY! 


SPORTS Wy 
ae == \i) 


There’s one in every family...a sports fan 
who knows the Converse name ... the cham- 
pionship record of its fame ... who'll choose 
Converse himself and recommend it to his 
family. The same action-engineered construc- 
tion, superior fit and distinctive detail that 
make Converse star of the sports world .. . 
make it the fun favorite of the family. 


Converse 


PLAYTIME FOOTWEAR 


Backed by a 52-year reputation for quality. 


See us at the 
NATIONAL SHOE FAIR 
Miami Beach, Florida 
Hotel Seville 

Rooms 915-917 


Wait for the Converse Man... write or phone today for additional information or to have a salesman call 


CONVERSE RUBBER COMPANY Malden 48, Massachusetts 
Chicago Branch: 2000 Mannheim Road, Melrose Park, Ill. * 100 Freeway Bivd., So. San Francisco * 241 Church St., New York 13, N. Y. 


Boot and Shoe Recorder 





Walking, standing, running, bending down...comfort goes 
all the way in these shoes .. . the only thing that beats 
Wall-Streeter for comfort is going barefoot on a Persian rug... 


so put a price on comfort. 


WALL-STREETER Shoes 


FINE SHOES FOR MEN SINCE 1912 


WALL-STREETER SHOE COMPANY North Adams, Massachusetts 





(with a taste for value) 


SEBAGO-MOC* 


© HAND-SEWN THROAT 
e 2 STYLES FOR MEN 


+2902 COFFEE BROWN 
(Shadow-antiqued) 


HAND-SEWN 
#2972 SMOOTH BLACK —— THROAT 


$5.65 


Here's another round-the-calendar sales-getter for you. Fashioned on the lines of 
one of our best-selling styles for men, this new machine-stitched moc should prove outstanding. 
Crafted with the painstaking care that has made Sebago-Moc America’s fastest growing line of moccasins, 
this new style with unique hand-sewn throat, gives the quality appearance of a completely 
hand-sewn shoe. Shadow antiquing (in style #2902) enhances a subtle new shade: 
Coffee Brown. New tapered-toe. Steel arch support. Neolite sole, rubber heel. 


IN-STOCK FOR IMMEDIATE DELIVERY! 


Order from: 


SEBAGO-MOC COMPANY Westbrook, Maine 


New York Office: 534 Marbridge Bldg. 
In Canada — Greb Shoe Co., Ltd., Kitchener, Ontario and Winnipeg, Manitoba 
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PATTERN PORTRAIT 


Detailing to the fore 
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by GERVASE BUTLER 


Periwigs and the refinements in dress which distinguished the leaders 
of Colonial America set standards which New England still reflects in its 
approach to the design and making of men’s shoes. A good example is this 
new Stacy-Adams pattern in smart black calf. Topline treatment continued on 
the V lace stay points up the decorative skin stitch on the forepart. 
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Women’s resort, holiday 


Elegant ‘Regent’ pump of Ma- 


cassar snake has silver vamp, gold 


quarter; on 21/8 heel. |. 


Spectator pump of black and 
white checked cotton with black 
patent heel, tip and topline on 
newly straightened 15/8 heel; has 


Miller 


Snakes are sneaking up in the 
current resort, holiday and advance 
spring eollections. News is being 
made by bright snakes, silver and 
gold snakes and natural Macassar, 
used either singly or in combina- 
tions. 

Most important among the new 
shoes shown, from a volume point 
of view, are the early spring shoes, 
for delivery during the last three 
months of the year. They are so 
attractive and fresh looking that 
women will find them difficult to 
resist. And after all those black 
and brown shoes, what a wonderful 
opportunity these bright new colors 
offer to give a shop or a department 
a gay and cheerful new look. 

More and more, fashion consists 
of “looks” or head-to-toe effects. 
The new shoe collections have 
caught this spirit perfectly. 

Much fashion interest these days 


flattened crescent toe. D'An- centers around a look that is called 
tonio. 4 by several names: understated .. . 
the little nothing ... the restrained 
... the First Lady. Call it what 
you will, it is well represented in 
the current resort - holiday - early 


Newsy spectator in orange linen 
with red sequin serpent tip and 
quarter; on 12/8 covered heel. 
De Liso Debs 


Dressy resort stripping sandal, 
detailed in mocca aniline patent 
with nailhead trim: on 18/8 heel. 
Jerro Bros. 


Bright dark blue aniline 
patent ‘‘Karon'’ pump 
with square toe, flared 
20/8 heel. Delmanette 
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and advance spring trends ... 


spring line. Here are examples of 
this look, all on heels no higher 
than 19/8, with crescent or soft- 
ened square toes: the evening spec- 
tator pump, sometimes in silver or 
gold kid with straight stacked 
leather heel . . . the brocade pump 
with straight top line, on 15/8 heel 
. .. the black silk spectator seam- 
less pump with tip and quarter de- 
fined by white silk stitching. 

The other half of the fashion 
picture consists of the “pretty” 
look, done to perfection in elegant 
fabrics for resort and evening 
wear with narrow square or point- 
ed toes and on delicate, slim heels 
up to 24/8. These are the shoes for 
elegant evenings and elegant re- 
sorts. 


As to specifics: 

Bright snake and patent, either 
singly or in combination . . . navy 
perforated leather styles, under- 
layed and trimmed with red patent 
..- lots of navy everywhere...new 
peachy and apricot leathers .. . 
patent in new colors . . . pale 
greens . . . crescent or softened 
square toes . . . somewhat lower 
heels, right for the continuing 


short and breezy skirts, and all 
part of the early spring picture 
that will give a lift to your winter 
stocks and displays. 

For cocktail and evening wear: 
silhouette-wise, the very chic but 
somewhat special look combines 
metallic leather or fabric with a 
low, often stacked heel, crescent 
toe and straight topline—a perfect 
look for the woman who wears “‘it- 
tle nothing” dresses in fabulous 
fabrics. There are many variations 
of the spectator look for evening, 
achieved with trim or just stitch- 
ing. For the more conservative, 
there are a great many pretty 
pumps on heels from 24/8 down, 
with a variety of toes. Straight- 
back heels look new on dressy 
shoes, as does silver leather, mak- 
ing a bid for a comeback. Decora- 
tions are either kept to a minimum 
or exaggerated. (For example: a 
huge cabbage rose on the vamp of 
a silk shoe, meant to be worn at 
home. ) 


The resort look: 

As in the holiday groups, resort 
shoes go all the way from the un- 
derstated to the elaborate . . . from 


spectator pumps in offbeat fabric 
and leather combinations to hand- 
painted silk pumps. Interesting 
fabrics include Art Nouveau and 
other prints, solid color linens and 
silks in combination with matching 
snake or patent. (These look best 
in spectator styles with stacked or 
covered heels, usually from 18/8 
down. ) 

Dressier types of resort shoes 
are of embroidered linen or shan- 
tung, pale leathers or mesh, either 
embroidered or plain. Newest look- 
ing among the latter is a stocking 
mesh, very fine and quite trans- 
parent. These types still are found 
mostly on high heels, and there are 
even some sling and halter styles. 

Stripping sandals look new in 
bright reptiles and patent. Pastel 
Sweet Kid is being shown in color 
combinations in flats and on little 
heels. Bright colored brushed pig 
appears in casual shoes also. 

There are quite a few examples 
of the updated classic, expressed in 
white with black or with red and 
navy. And, we believe, as more 
collections open, the “New Classic” 
will emerge as the number one shoe 
fashion for 1962. 


Sneaky snakes slither sinuously on saleable scene 


White snakeskin flat with black 


patent 
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leather 
chiseled back heel. 


collar; on 4/8 
Nina. 


Pump with opened up shank in 
navy calf has perforated vamp 
and topline, red patent underla 
and heel covering; on 12/8 keel 
Millerkins. 





Less than 


10% 


of men wear summer shoes 


New York City © 11.2% 


Summer, in the language of the 
Pennsylvania Dutch, ain’t all, but 
we are far enough through it to 
realize that something has _ been 
happening to sales of the con- 
ventional summer shoes for men. 
We're talking about shoes specifi- 
cally designed for warm weather. 

Our’s but to question why, so 
we decided to scout an assortment 
of cities where foot traffic is high 
during the business day and the 
thermometer matches. We chose 
seven, not as exceptional, but, you 
should excuse the expression, “pe- 
destrian.”’ 


The verdict of the cities 

Take a summer day in New York. 
Bright, sunny, 69 at 8 a.m. as the 
early commuters come charging 
out of Grand Central Station. In 
the next hour count 1,380 men. 
What do you get? On July 5th, 154 
of them wore summer shoes. In the 
dressiest metropolis of the U.S.A. 
that’s only 11.15 per cent. 

Move south, to Washington, D. C. 
At the corner of 17th and K streets 
84 of 719 men passing wore sum- 
mer shoes. Of these, our sharp eyed 
scout reported, a majority were 
older men. Of all, at least 50 per 
cent of negroes had on summer 
shoes. Washington total, 11.6 per 
cent. 

Nashville’s Life and Casualty Co. 
tower at the corner of Fourth Ave. 


40 


and Church is as busy a spot as any 
to count summer shoes. Our local 
Sherlock settled for a ratio of 1 to 
8, or 12.5 per cent. 

Nashville showed a_ preference 
for ventilated shoes. Top choice 
was one-color leather. Next, plain 
toe mesh, one-color. Third, shades 
of tan in mesh with wing tip. 

Five Points is not only a busy 
landmark in Atlanta, where Peach- 
tree joins four other streets. It is 
the major traffic center of the 
South. Our Man Friday took almost 
600 survey subjects in his stride. 
Businessmen only in this count. Of 
590 only 39 wore summer shoes. 
Of these 39, the majority were de- 
finitely older, executive types. Of 


11.6% 


Washington 


the natural shouldered young, the 
evident footwear choice was the 
casual we will be getting to a little 
later. All of these were men wear- 
ing apparel suited to the occasion 
and a thermometer between 80 and 
90. Just as a grace note, practically 
all women passing had on footwear 
decidedly summery in style. 
Regionally, the Western Reserve 
can be as hot as hinges when it 
chooses. However, our Private 
Agent selected a 63 degree morning 
to test the teeming Public Square. 
In an hour, from 8 a.m., a total of 
1,841 men passed by the post of 


observation. Of them 161 wore sum- 
mer shoes of the specified descrip- 
tion. Total, 8.7 per cent. 

Where the Illinois Central and 
Randolph St. combine to feed 
Chicago its daily commuter quota, 
the summer shoe hit a seven-city 


weer 


Nashville 12.5% 
low, 4.85 per cent. Of 866 men pass- 
ing by, 19 wore nylon mesh; 6 
fabric; 6 ventilated; 6 all white; 2 
brown trimmed with white; 3 
woven leather in solid color. 

For the button on the cap of the 
Old Mandarin, consider Boston on a 
fine sunny morning with the tem- 
perature 75. Count 1,307 men pass- 
ing during the commuter rush at 
South Station. Of them, 150, some 
11.5 per cent would be wearing 
summer shoes of the type specified. 
These would show considerable 
variety. Favorite, woven leather in 
brown. Next, leather shoes with 
fabric plug inset about even with 
ventilated. About 20 pairs of black, 
moc-toe, with black plug in either 
ventilated or woven leather. Ninety 
per cent of all were ties, not slipons. 

Of Boston men not wearing sum- 
mer shoes, about 50 per cent wore 
discernibly lightweight spring 
shoes, three and four eyelet ties, 
slipons. 
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Hot weather foot count in seven major cities confirms decline 
in popularity of the traditional stylings for seasonal comfort. 


Atlanta e 6.8% 
In these days of the science 
fiber, a man can clothe himself 
from head to foot, size 40, for a 
total of 48 ounces! That includes 
straw hat, wash and wear suit, 
shirt, necktie, undershirt, shorts, 
belt, socks, pocket handkerchief. 
In contrast to these nine summer 
wardrobe items, a pair of winter 
weight brogues, as worn on many a 
hot day in any town, is 48 ounces 
or more! Or a pound and a half 
per foot for the man who walks. 
Something should be done. 


The turn of the tide 


Actually, there is a double choice 
available to shoe makers and shoe 
retailers. For the long pull it be- 
hooves both to work to the end that 
summer offers a real season for 
sales. For the moment it may be 
that, as Shakespeare says, the times 
are out of joint. 

The success of the wash and 
wear wardrobe for men is beyond 


Cleveland | 
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question. For summer coverage it 
matches the needs and tastes of the 
vast consuming public. In its re- 
laxation from classic tailoring and 
fit it has set the pattern for total 
casual appearance. 

For the time being, there is a 
make-do gap between footwear cor- 
rect for spring and footwear spe- 
cifically designed for summer. This 
gap may be well on its way to clos- 
ing. We have asked some of our 
friends in the men’s industry to 
express their opinions. 


Testimony from the experts 


Mr. Robert Shaffer, director of 
marketing for International says: 
“I believe that slipon types of all 
descriptions will undoubtedly rep- 
resent the greatest increase in the 
men’s dress shoe field . . . Light- 
weight slipons of a monotone color 


4.8% 


Chicago : e 


in blacks, browns, olives and varia- 
tions will be the summer shoe most 
consumers will be wanting for next 
season .. . Dress-type slipons will 
be supplemented by dress casual 
shoes which are the family of hand 
sewn types.” 

William Sheskey, Bostonian VP 
says, “‘The so-called classic sum- 
mer shoes are being replaced by 
flexible lightweight casuals and 
dress shoes of slipon varieties. The 
real strength in the summer sea- 
sonal merchandise at this time is in 
casuals and handsewns. For next 
spring we intend to feature the 
woven and woven look shoes. In ad- 


dition we expect to supply enough 
of the basic pattern nylons still 
desired by many consumers.” 


Boston ® 11.5% 


Jarman’s Ed Graham calls the 
turn for lightweight flexible and 
casual styles, forecasting, “Next 
spring will be essentially the same 
except that the lightweight flexible 
styles and glove leather casuals 
will continue to gain in_ total 
volume. In resort areas and certain 
sections ventilated styles and other 
traditional summer types are still 
important but not as much so as in 
the past.” 

From Milwaukee, Jack McCarthy 
reports that all types of slipons 
represent 45 per cent of all Weyen- 
berg business. For next summer, 
plans feature more of the same, 
with the low line look, moccasin 
seam below the wall of the last. 

And representing the Pedwin, 
Roblee and Regal lines at Brown, 
“The indication is for increased 
sales to men of casual shoes to 
match accessories. The strictly 
summer shoe including black and 
white or brown and white, meshes 
and others has declined due to sev- 
eral reasons, some of them inter- 
related. Primarily, has been the 
advent of casual shoes to match 
men’s wear changes in summer 
wear.” There has been no conces- 
sion at Brown to reduce the num- 
ber of summer shoes made. The so- 
lution has been in adjusting styles 
and manufacturing methods to con- 
form to consumer demand by intro- 
ducing more and more lines of 
casual shoes. 





13 million new buyers 


in the next 


4 years 


Here’s a practical application of the RECORDER- 
NSMA age/size survey. Using the survey breakdown 
and Census Bureau figures, the analyst determines 
how many new customers there will be in each size 


category by 1965. 


Ready for 1965? By then 
there’ll be: 

@ More than a million new cus- 
tomers for infants’ shoes. 

@ Another million-plus in- 
crease for children’s shoes. 

e@ Three-quarters of a million 
more for boys’. 

e@ Another 600,000 for misses’ 
shoes. 

@ A whopping 4.4 million more 
men’s shoe customers. 

e A gigantic 4.63 million more 
women’s shoe buyers. 

This means that, for the next 
four years, there will be about 10,- 


000 new potential customers every 
single day. 

The figures are not merely cen- 
sus breakdowns but detailed totals 
available for the first time, using 
results of the national size/change 
survey sponsored by BOooT AND 
SHOE RECORDER and the National 
Shoe Manufacturers Assn. 

Census statistics alone tell us 
that the U. S. population will in- 
crease significantly in the next 
four years. But the wise shoeman 
won’t be satisfied with merely that 
fact. 

He knows that people are living 
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By EDWARD L. DREW 


longer and growing faster, that 
more babies are being born, and 
that people are marrying at a 
younger age. Therefore the census 
figures have no relevance unless 
they’re broken down into age 
groups and, more pointedly, into 
potential customer markets. This 
is where the survey comes in. 


The survey results showed [RE- 
CORDER, July 15] that children 
shifted from infants’ into chil- 
dren’s sizes between the ages of 
two and four. They went to larger 
(boys’ and misses’) sizes mostly at 
ages five, six and seven. Boys 
went into men’s sizes between the 
ages of eight and fourteen; girls 
went into women’s shoes between 
eight and thirteen. 


The next step was to take these 
figures (after adjusting them for 
simplification) and integrate them 
into population trends. The result: 
probable market sizes (see chart). 


Here’s how it was done: The first 
year of changeover from infants’ 
to children’s shoes is at age two. 
All children under two, therefore, 
are customers for infants’ or ba- 
bies’ shoes (there were 9.06 million 
in this category in 1961). 

There are 4.29 millon infants in 
the age two group; one-third of 
these (1.43 million) will change to 
children’s in 1961. But they didn’t 
all change on Jan. 1; they are 
changing progressively over the 
course of the entire year. So, in 
effect, they’re in two markets—in- 
fants’ and children’s—in the same 
year. Therefore we take half of 
them (0.72 million) and put them 
in the larger market; the rest are 
categorized as infants’ and babies’ 
market customers. 


The same process was used to de- 
termine the number of other age 
groups within certain size catego- 
ries. 


(For the purpose of simplifica- 
tion, the figures were rounded out 
before being integrated into popu- 
lation statistics. For example: the 
survey showed that 5.5 per cent of 
boys shifted to larger sizes at age 
four; 35.6 per cent at age 5; 38.4 
per cent at six, and 20.5 per cent 
at seven. The first category, 5.5 
per cent at age four, was omitted, 
and the others changed to 40, 40 
and 20 per cent.) 
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‘ Check your market 
on these handy charts 





Size of Shoe Markets (millions) 





Infants' and Babies 
Children's 

Youths' and Beys' 
Misses' 

Men's 


Women's 


1950 


1955 


1960 


1961* 





11.73 
9.09 
6.20 
4.79 

58.77 


61.10 


12.95 
10.88 
7.91 
6.14 
62.03 
65.36 


14,74 
12.33 
9.29 
7.07 
67.79 
72.28 





Total Population 





151.68 





165.27 








183.50 
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Here's how 
it was done 


For the statistics-minded, here 
are some of the comments made 
by Mr. Drew in his market-size 
summation: 


“The results of the survey,’’ Mr. 
Drew writes, ‘‘. . . were probably 
reasonably indicative of the ages 
of change-over, and were, there- 
fore, usable for an analysis of the 
markets... 


“While a final analysis of these 
markets must wait the collection 
of additional data, it is anticipated 
that the additional information 
will, in the main, serve to corrob- 
orate rather than to alter substan- 
tially the conclusions already 
reached. 


“‘In order to use these data in 
the computation of size of market 
potential for any of the several 
major types of footwear, it is first 
necessary to determine the popu- 
lation in each of the pertinent age 
groups for each year to be studied. 
These determinations are, per- 
force, merely estimates, since the 
Government data do not provide 
an age-sex breakdown. . . . Some 
single - year data are available, 
however, from the 1950-and 1960 
census tabulations, and annual 
data on the ‘under one year’ age 
bracket are also available. 


“‘The population estimates used 
in this study where not taken di- 
rectly from official sources, are 
my own. They are believed to be 
reasonable approximations and 
they do check with the official 
estimates for wider age brackets. 


‘“.. . The population figures 
used in this study for children un- 
der five years of age have been 
adjusted for ‘census undercount.’ 
The Bureau has found over the 
years that the official census does 
not get an accurate count of chil- 
dren under five. . . . The under- 
count is assumed by Census to be 
a relatively constant amount. Sim- 
ilar adjustments are made each 
year and these adjustments have 
been incorporated in the popula- 
tion data used in this analysis.” 





The hand that reaches . . . buys! 


Self-selection has been raised to the level of functional charm 
in this Flagg Bros. free-standing all men’s highway shoe store. 


Shoe retailers in every bracket have been making 
a trek to a new Flagg Bros. (Div. of Genesco) store 
recently opened or Route 22 in New Jersey, on the 
outskirts of Unior Township. Here is a prime example 
of two important trends in shoe merchandising: the 
free-standing “island” highway store and self-selec- 
tion retailing. Self-selection in this store has been de- 
veloped to its most advanced state in the shoe industry 
to date. 

The store is sitaated on a mall between the east 
and west bound lanes of a six-lane, heavily traveled 
highway. The highway connects suburban communi- 
ties and is also one of the major arteries serving New 
Jersey commuters who work in Newark and New 
York. Traffic moves by rapidly and the store must 
attract the traveler almost instantly or make a strong 
enough impression to influence a planned visit later. 
The parking areas surrounding the store are spacious 
and invitingly accessible. 

This is the first free-standing all men’s shoe store. 
There is a small but thoughtfully stocked boy’s de- 
partment, included in “footnote” fashion. 


An appealing display of socks on a self-selection 
unit which repeats the inverted 7 design. The table 
surface enables shopper to put down packages to 
free both hands for easier selection. 
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by JOSEPH SHENKER 
Shenker Displays, Inc., Long Island City, N. Y. 


The Shoe Merchandising Div. of Shenker Displays 
planned the layout and designed all the equipment, 
which was,then built in the Shenker factories. “The 
underlying principle of salesmanship in one of our 
designs,” said Joseph Shenker, “is summed up in five 
short words, which we have adopted as a slogan: The 
Hand That Reaches . . . Buys!” 

Every effort was made to create an atmosphere in 
which the shopper could see and handle every style 
in the store, in complete comfort and pleasant colorful 
surroundings, without pressure or urging. In prac- 
tice, shoppers select styles after careful study of the 
displayed stock and then call upon sales personnel 
for proper fitting. As planned, and to the satisfaction 
of store management, most customers have been con- 
scientious about returning sample shoes to their 
places in the displays, thus relieving employees of 
this task and keeping the exhibits constantly fresh 
in appearance. All fitting is done from well maintained 
stock rooms at either end of the selling area. 

Total enclosed space in the building is 50 by 100 
ft. The actual selling space is 50 by 60 ft. The entire 
store interior was set up with a minimum of tools 
and every piece of equipment is movable. 

On each side of the store, sixty feet of glass wall 
faces traffic, giving a stage-like view of the entire 
interior. At intervals inside the glass, ten-foot-tall 
units, dramatically lit, perform the dual function of 
display for the viewer on the outside and self-selec- 
tion for the shopper on the inside. At one end, wall 
units with self-contained vertical lighting (another 
industry first) lend an aura of glamor to the hundreds 
of shoe styles on display. In the very middle of the 
selling area a circular sport shoe center is created 
by four unique, modular, room-divider type shelf units 
spaced to provide access between the sections. Ar- 
rangement of these elements, as with all other units 
in the store, is completely flexible, making seasonal 
changes or regrouping simple. There is nothing static 
in this store. Self-selection has been upgraded to a 
level of functional charm. 

Seating and rugs form interesting groups and aid 
in traffic control. A new type of seating, used for the 
first time in shoe stores, creates an open, spacious 
look, with fewer chair legs on the floor for easier 
housekeeping. Mirrors are also off the floor, as is all 
other equipment. 


Boot and Shoe Recorder 





125 different styles are dis- 
played in this sport shoe 
center, resulting in easy 
choice, quick service. The 
fresh, open look of these 
free-standing room divider 
shelves contributes to the in- 
viting airiness of the entire 
store. These units can be 
rearranged in many ways 
for a new look for Christ- 
mas and other seasonal pro- 
motions. 


People like to browse in this 
store and are encouraged 
to do so. Vertical lighting 
draws attention to a wide 
range of styles on a wall 
farthest from the entrance 
doors, inviting traffic flow 
through the store. Seating 
islands help direct the 
movement of shoppers. En- 
frances to one of the two 
large stockrooms are seen 
in this photo. 























Photographs 
by ALEXANDRE GEORGES 


Ten foot spectaculars with 
colorful, changeable signs 
help arrest attention on the 


outside, cater to self-selec- 
tion shoppers on the inside. 
Other units in the store re- 
peat the inverted 7 motif, 
add to the pleasant feeling 
of completely functional de- 
sign, relaxed shopping. 
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ON THE FOOT, New Luxury has 
unusual depth and brilliance 


ant finish ... extreme, non-cracking 


flexibility ... and lastingly beauti- 
ful appearance. 
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a longer wearing, truly mar-resist- | 


outstanding shoe manufacturing 


IN THE FACTORY, New Luxury has \ 


characteristics . . . bed-lasts ac- 
curately and beautifully... greatly 
reduces repairing .. . accepts heat 
well... requires no toe-taping. 


Che Crowning Achievement of More Chan 35 Years 
as Che World’s Largest Producer of Patent Leather 


) COLONIAL TANNING COMPANY, INC., Boston 11, Massachusetts 





How 


to sell 
foot care 


Here are sixteen sugges- 
tions for selling foot-care 
items and comfort shoes. 
This can be a profitable 
business if you deliver 
the services wanted. 


Selling foot care consists of 
much more than carrying a line 
of foot-care items and comfort 
shoes. Building a reputation for 
your store as a foot comfort head- 
quarters requires a_ specialized 
approach and a program of ac- 
tivities. The following list of 
suggestions can form the base 
for such a program: 


1. Never sell illness, sell health. 


This is an important selling 
philosophy. Illness is negative, 
health is positive. Let the doctor 
attend to illness. Your job is 
primarily one of prevention and 
foot comfort. 


2. Establish doctor-dealer re- 
lations. 


This is a matter of developing 
local doctor contacts, showing 
how you and your store can serve 
the doctor (in the same way as 
the pharmacist serves the doctor). 
Explain your products, your per- 
sonnel, your fitting services, etc. 
All these are important to the doc- 
tor. Doctors will begin to refer 
patients to you. Word spreads 
among the doctors, and your doc- 
tor-dealer relations program ex- 
pands. 
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3. Carry a full 
sizes. 


This is a potent selling feature 
—to your customers and to the 
doctors. Size depth is absolutely 
essential to fulfilling the promise 
of your services and reputation. 


inventory of 


4. Brand name shoes are vital. 


Feature-type or comfort -type 
shoes are linked closely with 
brand-name reputation .... in 
the mind of the customer or pub- 
lic or doctor. These people want 
assurance in shoes, and brand 
names contribute importantly to 
confidence in the product and the 
store. 

5. Expert shoe fitters. 

The quality and experience of 
your fitters is important to doing 
the actual fitting job that assures 
repeat business; it is a strong 
selling point in your customer and 
doctor promotion; and it’s the 
foundation of building customer 
confidence in the store. 


6. Foot-measuring techniques. 


These must be better than 
average, via the devices, the meth- 
ods and the care taken. Customers 
interested in foot health are 
highly impressionable on _ this 
point. 

7. Foot knowledge. 

The store management, along 
with the fitters or salespeople, 
should be equipped with sound 
foot knowledge. But it’s wrong to 
have varying “theories” among 
the store people concerning foot 
health and fitting techniques. The 
store should establish its own 
“principles” in these matters so 
that all the effort is in a single 
direction, not dispersed and often 
in conflict. 

8. Shoe knowledge. 

In a store featuring foot care 
and foot comfort, the management 
and salespeople are required to 
know more than average concern- 
ing shoe constructions, materials, 
lasts, etc. When you have the 
combination of foot specialist and 
shoe specialist you have a formi- 
dable formula to sell. 

9. Sell foot and shoe hygiene. 

Few shoe stores take advantage 
of this opportunity. Here you sell 
various foot-care items without 
infringing upon the doctor’s role 
of treatment of foot ills. And 
“shoe hygiene” can be equally 
important. When a shoe is “worn 


out” on the inside (linings, in- 
soles, etc.) —even while there’s 
good wear remaining on the out- 
side—it’s time for a new pair. 
Proper foot hygiene and shoe 
hygiene contribute to good foot 
health. 


10. Maintain a good foot-care 
department. 

This means simply a good se- 
lection of foot care items involv- 
ing foot hygiene, relief of minor 
foot ills, etc. This can build to a 
nice slice of additional business 
in a store serving foot-conscious 
customers. 

11. In-store customer literature. 

Maintain and distribute a sup- 
ply of foot-care literature for 
customers and doctors. Underscore 
especially important statements. 
This is valuable customer educa- 
tion. It also has “store sell” value. 

12. Direct mail. 

Use it not only for direct selling 
of merchandise but for customer- 
service and customer - education 
purposes as well. The same applies 
to special mailings to doctors. 

13. Advertising. 

Combine “sell” advertising with 
“educational” advertising. When 
you deliver interesting foot health 
information to foot - conscious 
readers, you double advertising 
effectiveness. 


14. Publicity and public rela- 
tions. 

Try contributing a regular local 
newspaper column (gratis) week- 
ly or two-three times a week, on 
foot health. Your own by-line and 
store affiliation—but no “plugs” 
for the store. Try local TV and 
radio “interview” talks—on foot 
health. Arrange for talks before 
parent-teachers organizations, etc. 
Build recognition and authority 
for your store. 

15. Keep records. 

A good system of customer 
records (sizes, lasts, tastes, etc.) 
is a valuable adjunct. Let cus- 
tomers know you have their re- 
cords. They’re impressed with this 
“personalized” treatment. 


16. Maintain “professionalism.” 

Never the “medical” approach, 
but always high level. This is a 
different clientele. Foot care is 
serious business with them. 

Apply the above rules and 
you’ve got a sound base for a 
prosperous foot - care business. 
You’re dealing in better quality, 
better price merchandise. It’s 
profitable if you can deliver the 
services required. 
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NATIONAL SHOE FAIR AT MIAMI BEACH READY 
TO LAUNCH INDUSTRY INTO BOOM SPRING 





“Earlier Look, Smarter Buy” 
Focuses Shoe Fair's Theme 


An “Earlier Look, Smarter Buy’ is a 
“natural” for the theme of the 1961 Shoe 
Fair. It means all it 
says. The opportu- 
nity to take a longer, 
deeper look at the 
new spring lines, and 
a better chance to 
appraise and plan 
purchases for the new 
season, should lead to smarter, more 
profitable buying by retailers. 

It also means that manufacturers’ lines 
will be ready earlier for deliveries. This 
should stimulate a longer spring selling 
season, and adequate time for retai'ers to 
make sound pre-testing on new styles. It 
will enable retailers to plan better for pro- 
motion and merchandising programs 
geared to their new spring lines. 

The earlier timing holds especial signif- 
icance for retailers this year. Not in 
many, many seasons have such major 
transitions taken place in new fashions 
as the industry is currently undergoing 
with its new styling directions. 


NATIONAL 
SHOE FAIR 


Sept. 24-27 


Mi AM 








700 Exhibitors And Anticipated 10,000 Buyers 
Assure Peak Action With 1,000 New Lines And 
60,000 New Styles Aimed At Record 1962 Sales 


Thousands of retailers and buyers, from 
grass roots to major corporations, will 
head for Miami Beach, September 24-27, 
to attend the National Shoe Fair, the 
world’s largest and most important shoe 
show. 

Excitement is mounting rapidly about 
the 1961 Shoe Fair with its new dates 
(advanced one month) and its new lo- 
cation. Exhibitors now number 660, and 
by showtime may well pass the 700 mark. 
They’ll come to the Fair with 1,000 new 
spring-summer, 1962, lines, and some 
60,000 new styles and patterns. 

With the 1962 spring season promising 
to set new peaks in production and retail 
sales (an estimated 5% above the previous 





Ocean-Front Rooms 
At Off-Season Rates 


Shoemen are expressing pleasant sur- 
prise at the very modest rates at the 36 
official Shoe Fair sleeping room hotels. 
Rates range from a low of $6 to a high of 
$14 daily for single rooms, and from $7 

to a top of $16 for twin or 
double. 

These are off-season rates 
for rooms which ordinarily 
cost from $20 to $50 daily 
during the winter season. 


All but one of the official 
sleeping room hotels face 
the waterfront. Room 
reservations may be made 
through the National Shoe 
Fair Housing Bureau, P.O. 
Box 1511, Miami Beach, 
Florida. 


BILLION-DOLLAR 
MILE of hotels along 
Miami Beach’s breath- 
taking waterfront. Near- 
ly 50 of these beautiful 
hotels will house the 
1,000 new spring lines, 
and 15,000 shoemen. 








record), buyers intend to get their planning 

and buying off to an earlier start to make 

the most of the boom sales period ahead. 
- 


| L. Edward Tuffly 
‘ Chairman 

fy National Shoe Fair 
Committee 


They realize that the anticipated heavy 
spring production schedules can put a kink 
in deliveries for late buyers. 

With its earlier dates, the National 
Shoe Fair now becomes the industry’s of- 
ficial opening for spring-summer lines. 
This will be a first-look show for the na- 
tion’s shoe buyers — an opportunity to 
shop, examine, compare, price the lines of 
regular and new resources. 

L. Edward Tuffly, general chairman of 
the 1961 National Shoe Fair, and leading 
member of the prominent shoe retailing 
firm of Krupp & Tuffly, Inc., Houston, 
Texas, states, “The new timing and lo- 
cation of the Shoe Fair, along with the 
sales boom forecast for 1962, has generated 
more excitement surrounding this event 
than has been seen in many years One 
clear indication is the heavy advance book- 
ing for sleeping room reservations coming 
in from retailers and buyers all over the 
country.” 





Open House Affair 

The popular Open House affair 
will be held Sunday night, Sep- 
tember 24, immediately follow- 
ing the Fashion Show at the 
Fontainebleau. 

Free buffet, with cash bar, and 
entertainment by bands of min- 
strel musicians, promise a lively, 
enjoyable evening. 

All shoemen are invited. 
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BARCELONA 


Here are the five big and 
beautiful Miami Beach 
hotels that will house the 
700 National Shoe Fair 
exhibitors and their 1,000 
spring, 1962, lines. 

All are ocean-front lo- 
cations — the rooms 
bright, sunny, air-condi- 
tioned. The ideal setting 
to show and appraise the 
colorful new lines for re- 
sort, spring and summer. 


"MONTMARTRE 





Spectacular Fashion Show To Unveil 
Official Footwear Trends For Spring 


For the first time in many years, a 
spectacular, full-scale fashion show will be 
presented at the National Shoe Fair at 
5:30 p.m., Sunday, September 24. 

The showing, consisting of crystallized 
trends in women’s, men’s and children’s 
shoe styles for spring, 1962, will be held 
in the huge and terraced ballroom of the 
Fontainebleau Hotel. 

Scheduled to run almost a full hour, the 
fashion show will utilize an enormous 
screen where the parade of new styles will 
be shown in full color, clearly visible in all 
detail throughout the entire ballroom. 





Vast Range Of Prices, 
Types And Styles 


The most complete shoe show in the 
world. This is a proud claim of the Na- 
tional Shoe Fair. 

See it for sheer size: 1,000 lines; 60,000 
new styles and patterns; 700 exhibitors 
representing 94% of the industry’s total 
production; some 1,100 sample rooms. 

It’s the only shoe show attended by all 
the top-echelon brass of the exhibiting 
manufacturing firms. 

This is the only shoe show where com- 
plete lines of both branded and unbranded 
shoes are shown. 

Every type of footwear can be seen — 
men’s, women’s, children’s; slippers, rub- 
ber footwear, athletic and specialty items; 
high fashion to middle-of-the-road and 
basic; sandals to hunting boots. 

Name your price range — from a dollar- 
down to $40-up — and you'll find a broad 
selection on tap. 


August 15, i961 





A unique and dramatic production 
technique has been devised to make the 
entire show highly instructive as well as 
entertaining. 

Emphasis will be strongly on the prac- 
tical approach to the new style trends to 
enable visiting buyers and retailers to de- 
rive maximum practical value from the 
showings. 

Mr. Z. Albert Joseph, of Joseph Salon 
Shoes, Chicago, heads the National Shoe 
Fair Fashion Committee, composed of 
leading shoe retailers and manufacturers. 

Admission will be free for all visiting 
buyers and retailers. 


Shoe Fair To Clear 
Spring Style Direction 


One of the biggest and most important 
attractions at the forthcoming Shoe Fair 
will be a definite clarification of the foot- 
wear fashion picture for spring, 1962. 

Firm guidance will come in regard to 
the new toes — the squares and ovals and 
crescents, and the role of the long-domi- 
nant points. The new shapes and heights 
on heels, as well as the color story, will 
also be firmly crystallized. 

The Shoe Fair — as the first and largest 
official industry show for spring — will 
unveil the authoritative trends for the new 
season. 

This is one of the prime forces be- 
hind the Shoe Fair’s significant theme, 
“Earlier Look, Smarter Buy.” 





You'll be able to select from some 
60,000 new resort, spring and summer, 
1962, styles and patterns — the broadest 
selection to be found at any show in the 
world. With it goes a wealth of trend and 
style-guidance information. 

Put it all together and it spells a market 
place where retailers and buyers will get 
their first big look at the spring picture — 
at the actual new shoes, the trends, the 
ideas. 








Win A Color TV Set 


Six big-screen color TV sets 
will be given to the six lucky re- 
tailers and buyers whose num- 
bers are drawn from the regis- 
tration lists at the National 
Shoe Fair. 














5500 Sleeping Room 
Reservations Already 
Booked For Shoe Fair 


As of August 1, 5,500 sleeping room 
reservations have been booked through 
the National Shoe Fair Housing Bureau. 
Many of these are for double occupancy. 
The estimated present reservations of in- 
dividual shoemen is believed to surpass 
7,500. 

By September 1 the number of shoemen 
with reservations at Miami Beach is ex- 
pected to go beyond 10,000 — and to 
reach close to 15,000 on opening day of the 
Shoe Fair, September 24. 

Some 36 hotels are officially linked to 
the Shoe Fair, via the Housing Bureau 
(P.O. Box 1511, Miami Beach). Almost 
all are ocean-front locations. The number 
is expected to be increased to well over 40 
as additional reservations pour in. 
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‘Lounge footwear”’ title 
increases Casual sales 


A complete change in name, lo- 
cation and display methods in- 
creased sales in the former casual 
shoe department of the Montgom- 
ery Fair department store, Mont- 
gomery, Ala. According to Mrs. 
Mary Snowden, buyer, the increase 
was better than 50 per cent in less 
than a year. 

Mrs. Snowden moved her depart- 
ment from a former mezzanine bal- 
cony spot to a narrow arcade lead- 


ing from a side entrance of the 
store into the main shopping area. 
Here there is heavy passing traffic, 
which produces many impulse sales. 

Mrs. Snowden had already de- 
cided to get away from the word 
“casual” and use the name “lounge 
footwear” instead. She made use 
of already existing fixtures origi- 
nally built for a glove department, 
which enabled her to display six 
levels of footwear, tilted at 45 de- 
grees, in four wall cases, each four 
feet wide. 

“We got better dividends from 
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the change in the department’s 
name than we had expected,” Mrs. 
Snowden said. “And by more than 
trebling our resources, we were 
able to increase our style choice 
tremendously so that we got a 
much better response to suggesting 
lounge footwear as ideal gifts.’ 
Prices from $1.98 to $4.98 are dis- 
played in separate sections to help 
customers find the price bracket 
they are interested in. 


Multi-shelf fixture 


for fitting infants 


A multi-shelf open fixture built 
around all four sides of a floor col- 
umn in the children’s wear depart- 
ment has greatly facilitated shoe 
fitting for infants at Miller & 
Paine department store, Lincoln, 
Neb. 


Special fixture provides a bench for fitting 
infants and space for stock. 


The fixture has seven rows of 
shelving for stock on three sides. 
The fourth side is recessed at the 
top and fitted with padding to serve 
as a bench for wee customers, while 
enough space is left for five rows 
of shelving below. Painted white, 
the combination vending - fitting 
fixture adds to the attractiveness 
of the selling floor. 

Management pointed out that it 
was hard to fit babies with foot- 
wear in the children’s shoe depart- 
ment, which adjoins the children’s 
wear department. The salesmen 
had to work in a crouched position, 
and the presence of older young- 
sters tended to disrupt the sale. 
The new fixture seats babies high 
enough for the salesman to work in 
a natural standing position. 
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TRADE TRENDS 





AN ANALYSIS OF IMPORTANT INDUSTRY NEWS 


Two big issues for fall 


Two factors loom most importantly on the shoe 
front as trade moves into all-important fall selling 
season. First is strength and staying power of sales 
pick-up as new shoe lines are unveiled to consumers. 
Business on retail front has been showing definite 
signs of moving again after months on a plateau. 
Next month will tell story on whether we can expect 
average fall or if consumers are primed for another 
strong shoe-buying wave. After that comes answer 
to staying power—will fall and winter 1961 provide 
solid launching base for expected boom in 1962? 


With these questions still unanswered, there’s smal] 
likelihood of factory price increases developing be- 
fore spring 1962. Some manufacturers have talked 
about price rises on second lines for fall but pace of 
retail business hasn’t justified increases. There’s 
little doubt an increase is in the offing but shoe fac- 
tories are still concentrating on stimulating fall and 
winter reorders. Many fear a price increase now 
would discourage these, even if retail sales start 
climbing sharply. Retailers want more evidence of 
business spurt before reversing trend to inventory 
reduction. 


With normal fall selling results, spring 1962 lines 
are sure to show moderate price rises. But early 
boosts won’t be across-the-board by any means. Most 
manufacturers indicate they are planning increases 
on approximately 50 per cent of their lines at the 
start. This applies generally to men’s and children’s 
as well as women’s shoes. Material and supplies 
costs have inched up along the line in recent months 
and factory increases are overdue. Right now, it 
looks like increases will average 25 cents or more 
per pair. 


Problem of wage differentials 


Second factor concerns impact of new minimum 
wage. Thousands of shoe factory workers are due 
for pay increase under $1.15 hourly minimum which 
takes effect September 3. And many tannery work- 
ers as well as those in supplies field will also have 


pay boosted. In themselves, these pay increases 
wouldn’t affect factory labor costs radically since 
most workers are well over the new minimum scale. 
But increases to lowest paid workers will have effect 
upon factory wage differentials—and could affect 
wage scale throughout factory. 


Another point is matter of shoe learners. Some 
beginning shoe production workers are still paid 
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below the $1 minimum through their first 480 hours 
of work. Labor Department has been wrestling with 
problem of continuing learner rates under new mini- 
mum, changing them, or eliminating them alto- 
gether. Shoe unions favor discontinuance and, sur- 
prisingly, so do leading trade associations which 
have supported rates in past. Some shoe factories 
with learner certificates still favor them. 


Most recent report by Labor Department showed 
only 32 shoe plants authorized to hire total 1104 
workers at below $1.00 minimum—a mere one-half 
of one per cent of industry’s production workers. 
Both shoe unions—United Shoe Workers and Boot 
and Shoe Workers—as well as trade associations 
point out this is well below 5565 learners authorized 
in mid-1956 after hourly minimum was increased to 
$1.00. With comparatively few manufacturers now 
concerned with learner rates, union and association 
officials feel they are now “insignificant.” 


On the retail front, majority of retail clerks are un- 
affected by new minimum. New law would cover 
only employees of retail firms with annual sales of 
$1 million or above. Even here, if retail chain is 
concerned, only chain stores having annual sales of 
$250,000 or over are covered. Thus, stores report- 
ing below $250,000 in sales are exempt even though 
parent firm reports combined annual sales exceeding 
$1 million. 


Are brands resisting discounters? 


There’s an interesting situation developing among 
some branded shoe manufacturers. It stems from 
efforts of many big discounters to get branded shoe 
lines into their stores. As mentioned in previous 
columns, branded makers supplying big-name depart- 
ment stores are also faced with expansion of these 
stores into discount operations. Brands have largely 
resisted blandishments of “regular” discounters but 
may be more receptive to call of their old customers 
when latter seek shoes for their new discount op- 
erations. 


However, most nationally branded shoes will stay 
out of discount stores—at least, with their brands. 
Brand houses fear they will lose regular “legitimate” 
customers by selling to discounters. There is a good 
chance—and this is being done already—that more 
branded shoes will find their way into discount 
stores, but with different brand. Some branded 
makers say they are willing to make up special pat- 
terns, not found in their regular line, for discount- 
ers. 











far shoe heels 


| AMERICA’S 


LEADING / 


af 


YEOLAE. 


THE BORG-WARNER PLASTIC 
THAT IS TOUGH, HARD AND -RIGID 


—| i .. 


Shoe industry leaders have too much ° 
at stake to risk using a material they } 
can’t trust. These leaders—and_ mpeny : 
others in the industry —are now Usiz 
Cyco ac for the tall and thin womens 
shoe heels that fashion has decrée@) 

CyrcoL_ac—the ABS plastic fro ~ 
Borg-Warner—is being used by more %& 
and more manufacturers because it 
offers maximum resistance to flexural 
fatigue failure. It also resists shock 
and heat distortion, thus practically 
eliminating breakage. 

If you are not now using CycoLac 
write today for information on this 
superior shoe heel material —the plas- 
tic that is setting new standards for 
women’s shoe heels. 
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Children’s photos 
make powerful promotion 


What promotion is better suited to a retail outlet 
specializing in children’s shoes than a photograph of 
each young customer presented to his parents at the 
time of the fitting? 

The universal appeal that such a picture holds for 
every mother and father has been put into use by 
Stador’s Shoes for Children in Everett, Wash. 

Carl Stador, owner and operator of the store, says 
he is not only greatly pleased with the success of the 
unique sales promotion but also finds a great deal of 
satisfaction in the way his pictures are treasured by 
many families. 


A mother holds her daughter's attention as Carl Stador snaps a 
picture. In just ten seconds, he will place the finished photograph 
in a folder with the store's name and present it to the mother. 


The heart of Stador’s sales builder is a Polaroid 
camera, which makes it possible to snap a picture and 
have a finished photograph ready in an attractive 
folder in only ten seconds. 

When he first started taking Polaroid pictures of 
his young customers, Stador knew nothing about pho- 
tography. However, he found that the Polaroid 
camera and film gave excellent results. The speed of 
the Polaroid process makes the promotion feasible 
even during extremely busy periods. The small cost of 
each photograph makes it adaptable to any size retail 
operation. It is also possible to get good photographs 
under normal interior lighting, making flashbulbs and 
other accessories unnecessary. 

Stador has made thousands of Polaroid photographs 
since 1950. He finds many of his pictures still being 
carried in the wallets of fond parents or occupying 
prominent places in customers’ homes. An indication 
of the success of the promotion is the photo files of 
many parents which show the growth of their children 
as recorded by Stador’s camera. 

After taking a photograph, Stador puts it in an 
attractive folder imprinted with the store’s name. 
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JETS 


In Great Depth.. 
In 11 Colors... 
In 5 Standard Heights... 


In Smooth-out or Rough- 
out Leathers... 


Available in over 300 
Size and Width 
Combinations... 


For Men, Women and 
Juveniles... 


For Work, Sports, Dress, 
or Rest... 


Known by the company 
they keep... JETS are in 
the very best companies. 
DEALERS everywhere 
are purchasing and sell- 
ing FRYE JET BOOTS 
PROFITABLY! 


FRYE 


BOOTMAKERS SINCE THE DAYS 
OF THE COVERED WAGON 
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Shopping centers 


In addition to ten articles on the 
subject of centers, this issue (May 
1961) of Chain Store Age features 
abstracts of 524 store leases. These 
are tabulated by 17 store types, 
and located by broad geographic 
region. For each store the table 
shows gross square feet, net selling 
space, annual minimum rental, and 
several other provisions. Provides 
a guide for negotiations between 
developers and prospective tenants. 
Shopping Centers Are _ Rolling 
Along, Chain Store Age, 2 Park 
Ave., New York 16, N. Y. $3 per 
year; copy, 35¢. 


Retail expenses 


Operating ratios of 65 retail and 
service trades are given. Also con- 
tains information on computing 
margin and markup and how much 
each salesperson must sell to justify 
given salary. Includes expenses 
comparison form for retailers’ use 
in analyzing own operations. Ez- 
penses in Retail Businesses. Mer- 
chants Service, The National Cash 
Register Co., Dayton 9, O. Free. 


Direct mail 


Techniques and suggestions for 
increasing readership of direct mail 
advertising are given with twenty 
basic points to consider in mailing 
piece design. Gives 101 “Little 
Extras” to add to the effectiveness 
of direct mail, each of which is 
fully described and _ illustrated 
(taken from actual case histories 
of successful campaigns). Direct 
Mail Showmanship. American Mar- 
keting Services, Inc., 610 Newbury 
St., Boston 15, Mass. 132 pp., loose- 
leaf binder. $17.50. 


Discount retailing 


Doyle Dane Bernbach, advertis- 
ing agency, has issued a study of 
discount retailing made by E. B. 
Weiss, vice president of the firm. 
The study makes the point that 
most manufacturers of pre-sold 
brands will now have to reappraise 
their policies with respect to dis- 
tribution through low-margin out- 
lets. Many of our largest depart- 
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ment stores and chains are now 
openly committed to discount re- 
tailing and brand manufacturers 
who have refrained from selling to 
them or who have done it half- 
heartedly will have to take a new 
look at the situation. This is the 
third study of discount retailing 
made by Mr. Weiss. Marketing’s 
Stake in the Low-Margin Retailing 
Revolution. Doyle Dane Bernbach, 
Inc., 20 W. 48d St., New York, 
N. Y. Free. 


Control methods for 
men’s stores 


The success or failure of men’s 
clothing stores is largely dependent 
upon the planned and rigid control 
of merchandise, money and men 
according to a Management Re- 
search Summary issued by the 
Small Business Administration. 

The summary is based on & 
study made by Indiana University 
and says that all successful man- 
agers of men’s clothing stores per- 
form the basic functions of plan- 
ning, organizing, motivating and 
controlling the organizations’ oper- 
ations. The merchant must have a 
control system that gives proper 
emphasis to each of the principal 
factors. The summary also stresses 
the importance of records based on 
some system of merchandise classi- 
fication and includes discussions of 
merchandising planning, sales, re- 
ductions, stock turnover, expenses, 
merchandise returns, number of 
transactions, net profit, human re- 
lations, store organization and em- 
ployee selection and _ training. 
Management and Financial Control 
Methods for Men’s Clothing Stores. 
Four-page summary available free 
from Small Business Administra- 
tion, Washington 25, D. C. The full 
report may be purchased from In- 
diana University, Bloomington, Ind. 


$2. 





Pamphlets, booklets, sales aids 
and similar material of interest to 
RECORDER readers, will gladly be 
included on this page. Address: 
Editor, Worth Writing For, BOOT 
AND SHOE RECORDER, 56th & 
Chestnut Sts., Philadelphia 39, Pa. 


Displays and signs 
Kirby-Cogeshall-Steinau Co. has 
prepared a point-of-purchase ad- 
vertising guide for distribution to 
buyers of point of purchase dis- 
plays. The brochure illustrates 
displays and signs currently in use 
by major manufacturers in a broad 
range of industries and services. 
Write Sales Promotion Dept., 
K-C-S, Kirby - Cogeshall - Steinau 
Co., Inc., 606 East Clybourn St., 
Milwaukee 2, Wis. Free. 


Tax manual 


For retailers operating in more 
than one state, this 525 page pub- 
lication comprises the Federal and 
State laws on practically all sub- 
jects that affect a retail operation. 
Digested and summarized in easy 
to read language. The price is $25. 
For retailers interested in only 
one or several states, state editions 
are available at $2 per state 
manual. The Retailers Manual of 
Taxes and Regulations. American 
Retail Federation, 1145 Nineteenth 
St., N. W., Washington 6, D. C. 


Consumer markets 


A guide to consumer markets 
has been prepared by the National 
Industrial Conference Board. It 
contains 112 pages with many 
charts, graphs and tables. The 
main divisions are: population, in- 
come, expenditures, advertising, 
prices, production and distribution. 
A Graphic Guide to Consumer 
Markets. National Industrial Con- 
ference Board, Inc., 460 Park Ave., 
New York 22, N. Y. $35, including 
monthly mailings. 


Department store data 


The Controllers’ Congress of the 
NRMA publishes quarterly the Re- 
port to Management which contains 
a quarterly analysis of department 
store profits by volume groups and 
expense and payroll data by the 
nine major expense classifications. 
Report to Management. National 
Retail Merchants Assn., 100 W. 
81st St., New York 1, N. Y. Mem- 
bers, $6.50 per year; non-mem- 
bers $15. 
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Happiness is a state of mind. A happily-waiting 
customer in any shoe store or department is one who 
is not restless. The shoeman’s problem of keeping 
the waiting customer happy boils down, then, to keep- 
ing the customer from becoming restless. How? It’s 
not easy. The following suggestions are offered for 
adaptation to individual store circumstances. 


@ Greet customers the minute they enter the 
store. Tell them by word, by smile and by gracious 
attitude that you’ll be with them as soon as you can. 
If the salesman looks irritated or harried, the cus- 
tomers will sense it. 


e@ “Take a number, please!” Card systems re- 
assure waiting customers and let them know that 
no one will beat them out of their turn. Number 
cards need not be used year-round. 


@ If possible, seat waiting customers facing mo- 
tion. The motion may be cars parking and unparking 
on the shopping center lot outside; the shoppers 
strolling along the sidewalk; any animated display 
in your store; the escalator in a department store. 
Facing a blank wall makes minutes drag. 


@ Encourage customers to “look around.” Pro- 
vide tantalizingly-arrayed display racks or self- 
selector units so that waiting customers feel free to 
handle footwear. 


@ Provide an interesting assortment of shoe- 
related items for the waiting customer to appraise. 
Heel-coolers are receptive toward booklets on foot 
care, shoe history, shoe polishing and the like. Pam- 
phlets are usually available from the advertising 
departments of shoe manufacturers and distribu- 
tors. 


@ Provide customers with adequate chair-space 
to set their bundles down. In shopping centers par- 
ticularly, customers may have assorted parcels rep- 
resenting purchases already made at the supermar- 
ket, variety store, cleaners and florist. If the cus- 
tomer is forced to hold all of this “gear” in his or 
her lap, no one can blame the customer for becom- 
ing restless. 


@ Take down that large clock on the wall. Cus- 
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tomers may be aghast when they see proof of how 
long they have waited. If you must have the clock 
up, take it down during pre-Easter, back-to-school 
and sale days. 


@ Tie in to the shopping center’s canned music 
system. “Music hath charms....” 


@ If your budget permits, expand your coffee-bar 
or coke-bar facilities to let customers self-serve 
before they buy, in place of waiting until after the 
sale. 


@ Provide ashtrays. See that every waiting cus- 
tomer has an ashtray at his or her chair. If the 
customer “lights up,” the shoe salesman has five 
extra minutes before the restlessness sets in. 


@ Provide “glancing” — not reading — material. 
Thumbs down on children’s comics which get dog- 
eared fast and take “ages” to really read; a cartoon 
paperback such as Dennis the Menace stays neat 
longer, stays neat longest if jacketed in a plastic 
cover, accents happy frames of mind and prevents 
restlessness for children of all ages. For a men’s 
department, supply a paperback or hardback book of 
golf or fishing cartoons, quips, jokes. For a women’s 
high-fashion section, provide two or three current 
issues of fashion magazines; open the magazines to 
the ads for footwear patterns your store carries. 


@ Provide play materials for children, such as 
hobby horses, merry-go-rounds, or mirrors that dis- 
tort tall-thin or short-fat. 


@ Reserve a limited section of wall to display. a 
constantly changing parade of local art-class win- 
ners, posters, portraits, still-life pastels from the 
high school or other colorful, jiffy-mounted material. 
Displays of this type entertain those who wait, draw 
new customers, cement old-customer relationships 
and add community goodwill. 


@ Avoid all chit-chat with other employees when 
the store is busy. Nothing disconcerts a waiting 
customer more than to “listen in” on the edge of a 
personal conversation between two salesmen on 
some unimportant topic. Avoid unnecessary or long- 
and-drawn-out conversations with customers. 











Where our 
shoes are made 


A working knowledge of where 
our shoes are made can be very 
helpful to the shoe merchant when 
he himself goes to market. 

For example, while 39 of our 50 
states have shoe factories, only 10 
of these states account for over 87 
per cent of our shoes. Six states 
(Mass., Pa., N. Y., Mo., Me. and 
N. H.) account for 70 per cent. 
And three states (Mass., Pa. and 
N. Y.) account for 45 per cent. 

Fully one-third of the 600 mil- 
lion pairs of shoes now produced 
each year in the U.S. are made in 
the three New England states of 
Massachusetts, Maine and New 
Hampshire. Massachusetts is the 
nation’s top shoemaking state, ac- 
counting last year for 17.8 per 
cent. Maine, fifth among shoe 
states, had 8.1 per cent, while New 
Hampshire, in sixth place, report- 
ed 7.1 per cent. 

Second place, traditionally re- 
served for New York State which 
has often challenged Massachu- 
setts for leadership, recently has 
been taken over by Pennsylvania. 
Last year the Keystone State 
barely edged the Empire State, 
13.6 per cent to 13.3 per cent or a 
matter of less than two million 
pairs. This year the margin 
promises to be bigger, possibly 
five million pairs or more. 

Missouri, third on the shoe pro- 
ducing parade for many years and 
averaging 12 per cent of national 
output until 1954, now is holding 
a strong fourth place with close 
to 10 per cent. Although its share 
of national shoe production has 
declined slightly in the last half 





dozen years, its importance as a 
shoe manufacturing area has in- 
creased along with its actual pair- 
age produced. 

Outside of Tennessee, in sev- 
enth place last year with 4.5 per 
cent, and llth place New Jersey 
with 2.3 per cent in 1960, the Mid- 
west contributes much of our re- 
maining pairage. Shoe producing 
states there are Illinois (4.4 per 
cent), Ohio (3.6 per cent) and 
Wisconsin (2.6 per cent). Al- 
though exact figures are not avail- 
able, California, Arkansas, Geor- 
gia, Connecticut, Indiana, Iowa, 
Kentucky, Minnesota, Texas, Vir- 
ginia and Maryland account for 
most of the remaining 12.7 per 
cent. 

If you group all these states by 
geographical region the Middle 
Atlantic States (New York, Penn- 
sylvania and New Jersey) pro- 
duced 29.2 per cent of the nation’s 
shoes last year, placing second be- 
hind New England’s 34 per cent. 
East North Central states (Illi- 
nois, Ohio, Wisconsin, Indiana 
and Michigan) had well over 12 
per cent as did the West North 
Central (Missouri, Iowa, Minne- 
sota, Nebraska, Kansas and the 
Dakotas). 

Perhaps even more important to 
you, above and beyond the concen- 
tration of production by state and 
region, is the types of shoes pro- 
duced in these several areas. 
Some, like Massachusetts, are 
noted for the variety of women’s 
inexpensive novelty footwear. 
Pennsylvania produced millions of 
pairs of children’s less expensive 


stitchdowns and welts. New York 
City is famed for its high-priced, 
high-styled women’s footwear. 

It is this kind of production 
data—where you can find signifi- 
cant concentrations of the various 
types of footwear—that can prove 
handy when you are in the mar- 
ket for a type of shoe you may 
want to add to your existing line, 
especially if it’s a specialized type. 
By knowing the areas where these 
shoes are made, you will find it 
easier to go directly to the better 
sources, give yourself a better se- 
lection and, often, a better price. 
In this case, the closer you can get 
to the right source in the right 
area, the better chance you will 
have of finding just the right 
shoes. 

Women’s novelty volume foot- 
wear: Massachusetts—Haverhill, 
Lynn, Boston, Lowell, Lawrence. 
Pennsylvania — concentration in 
Lancaster County and other North 
Central cities and towns. New 
Hampshire—Manchester, Nashua, 
Dover, Rochester, Somersworth, 
etc., Maine-Auburn. 

Women’s high-price, high-style 
dress shoes: New York— New 
York City, Brooklyn, Long Island 
City. Pennsylvania — Philadel- 
phia. Missouri—St. Louis. 

Women’s medium - price style 
footwear: Missouri—St. Louis. 

Men’s dress shoes: Massachu- 
setts—Brockton. Wisconsin—Mil- 
waukee. 

Children’s shoes: New York— 
New York City, Brooklyn. Penn- 


sylvania—Lancaster County, etc. © 


Massachusetts—Boston. 

Moccasins: Maine — Auburn, 
Augusta, etc. 

Women’s casuals: California— 
Los Angeles. 

Women’s sport shoes: New York 
—New York City, Brooklyn. 

All the above are examples of 
highly specialized production con- 
centration. Within each area 
listed, there are any number of 
factories making a particular type 
of shoe. This doesn’t mean, of 
course, that any one type of shoe 
is produced exclusively in these 
areas. Some of the areas overlap 
in making several types, such as 
New York City, Brooklyn, Boston 
and others. Many fine factories 
making each type of shoe are lo- 
cated in non-concentrated areas. 
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How 

to shop 

: 

shoe show 


If you had been around in 1629, the year shoe- 
making began as a business in America, you would 
have had no trouble covering the shoe market. There 
was only one shoemaker, Thomas Beard, fashioning 
shoes for the Pilgrims. 

Today, there are over 800 shoe manufacturers in 
the United States alone. To cover all of these fac- 
tories is impossible. 

To tour the world’s shoe centers, gather firsthand 
knowledge and see innovations in construction, 
trends, styling, displays, leathers and synthetics, all 
pertinent to the shoe industry, is equally impossible. 

But, this opportunity is yours at a shoe show. 
Whether you are open-to-buy or simply open-to-look, 
the opportunities are the same. 


When you are debating whether or not to attend 
a shoe show, consider this. 

What better place is there to: 

(1) Crystallize your thinking on styles, trends, 
colors? 

(2) Visit all of the lines, including your competi- 
tors’? 

(3) Pick up a new shoe, displays, novelties? 

(4) Meet the top brass personally? 

(5) Exchange ideas with many other retailers? 

(6) Take advantage of educational programs, 
clinics, lectures, fashion programs? 


To get the most out of a shoe show, remember two 
things: 

(1) It would be as ridiculous to hopscotch aim- 
lessly through several show hotels and the hundreds 
of display rooms as it would be to make an un- 
planned, nationwide trip from shoe factory to shoe 
factory. 
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shopping a shoe show 


(2) Shows have a carnival air and a camaraderie 
that tends to slow your travels. Therefore, you might 
as well jump into a sea of quicksand as breeze off 
to a shoe show without a plan. 

What can you do to make your shoe show trip most 
productive? Here are some suggestions that have 
worked for other retailers: 


@ Go armed with good records. Your records 
should tell you what is in stock, what your sales 
were last year by manufacturer, what your sales 
were this season by manufacturer, what is missing 
in your inventory and what you are open to buy. 


@ Make advance appointments with key resources. 
Fashion retailers agree this is a definite must and 
a great timesaver, particularly if you have definite 
business to transact. 


@ Keep a running list. Start making notes before 
you leave home of things you want to do, shoes you 
want to see and people you want to meet. 


@ Make the show directory your bible. Check 
through the directory and circle the firms you want 
to see. List them according to hotels, by floors. 


@ Organize each day. With the list you’ve made, 
tackle each hotel, floor by floor. As you make stops, 
check them off your list. 


@ Shop the whole show in relationship to your 
own operation. Visit competitive lines as well as 
your own resources. Check with the fashion and 
higher-priced lines. What are they showing? Are 
you in step? Look for promotions and novelties. 


@ Reserve your days for shopping. Use the eve- 
nings for discussions. 


@ Stay tuned to lobby and showroom talk. Listen 
for news of hot shoes or lines. 


@ Take time to meet and visit with other retailers. 
Don’t miss the opportunity to exchange ideas with 
other retailers, but try to arrange evening dates for 
further discussion. 


@ Meet the officers of the firms. This is important. 
Meet and visit personally the men with whom you 
correspond. See the men at the factory—the men 
who handle adjustments and advertising. It’s your 
opportunity to discuss any problems, make friend- 
ships for the future. 


@ Plan to attend all educational programs. Clinics, 
discussion groups, fashion shows and lectures all 
provide invaluable information: 


@ Take notes, make sketches and take photo- 
graphs. It’s impossible to remember ail you’ve seen 
and heard at the show. Therefore, notes, sketches 
and photographs serve as rerhinders to which you 
can refer for a review when you get back home. 


@ Back home, you’ve gained a new outlook. Even 
if you haven’t bought a pair of shoes, your thinking 
is now crystallized and you are ready to place your 
orders. 


Retailers agree that shows are beneficial. But, not 
all retailers feel shows are as good as they could be. 
There is room for improvement in any area. Cer- 
tainly shoe shows are not excepted. Retailers sug- 
gest better layout, with manufacturers grouped ac- 
cording to type, and price; more imaginative dis- 
plays; a manufacturer-supplied general information 
page reviewing the highlights of their particular 
line, and encouragement for the wives to attend— 
perhaps name entertainment. 

Because shows are now timed early, retailers have 
the opportunity to shop, take advantage of. conversa- 
tion and crystallize their thinking and then buy. 


@ You have probably been selling work shoes with elk leather uppers, 
but did you know that elk leather doesn’t come from an elk? 
Genuine elk is properly called buckskin and there isn’t much genuine 


elk available. However, buckskin also can be made from the hide of a 


deer. 


What then is elk? Elk is trade terminology for a specially tanned cat- 
tlehide shoe leather used primarily for work and sport shoes. It is known 
as elk leather, elk sides, smoked elk and other similar names. 


Cows can be elks, 
but elks are bucks 


Elk is a full-chrome-tanned cowhide that has been tanned and finished 


in such a way as to make it a soft glove-type leather. 


Many shoemen qualify the name of elk leather by calling it elk-finished 


cowhide or elk-finished kip. 


Boot and Shoe Recorder 





SS SSS SSS SSS SSS SSS SS SVS SSK SSS SSCS SC SSS SSCS SK SSS SSF SSS SSS SKS SSK SSS CS SSS SSS SKS KS SSS SSCS SSCS SSS SST SSCS BSR SSS ESS BBS eee eee 
L- « 





help yourself tox.a BIG share 


..-. Of Sales and Profits 


with ‘RIPPLE’ Sole 


Every retailer who has consistently and aggressively 
promoted RIPPLE® Sole in his community reports 


spectacular sales increases. 


Plan NOW to get your share of this big ‘‘plus’’ business. 
Remember . . . RIPPLE® Sole is the only sole of its 


kind nationally advertised and promoted. 


What's more. . . we'll provide you with everything you 
need to tie in: colorful window cards, streamers, price 


tickets, mat ads, radio and TV scripts, etc. 


Just write for FREE Sales Aids Folder . . . TODAY! 


New 


FREEMAN 


Shoe Style 


BEEBE RUBBER COMPANY 


Nashua, New Hampshire “TM Ripple Sele Corp. 
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YOUR P-F MAN 
HAS EVERYTHING NEW 


FOR 


‘62! 


Don’t miss the new P-F*’s and Sun-steps: for all the family: 


FOR SMALL FRY! Kids are convinced that the 
P-F “magic wedge’ helps them run their fastest. 
Another big sales edge: mothers insist on P-F’s for 
youngsters, once they discover how the P-F prin- 
ciple helps reduce foot and leg strain! 


FOR TEENS! P-F’s are definitely ‘“‘in” as this 
year’s campus classic. Co-eds are sold on the glam- 
orous choice of fabrics, colors and new toe styling. 
A big sales bonus: the boyfriends go for matching 
P-F’s as well as sports models! 


FOR MOM! Sun-steps build sales in spring, sum- 
mer and fall with exciting styling innovations, and 
seasonal fabrics and colors. Gals can’t resist such 
comfort when it’s so fashionable. Added sales boost- 
er: choice of chic, new square toe or tapered toe! 


FOR DAD! From boating to barbecues, father 
and son both know that P-F’s are the most com- 
fortable, practical shoe for leisure living. Biggest 
sales trend this year: the men have discovered that 
athletic models make handsome casual wear! 


All backed by the biggest promotion package in BFG and Hood history! Watch for the year ’round P-F and Sun-steps 
advertising on radio and TV, and in the top fashion and family magazines! TO ORDER: Contact our nearest branch, 
or write—B.F.Goodrich or Hood Footwear, Watertown 72, Massachusetts. 


B.EGoodrich 


SALES-FASHIONED FOOTWEAR 





=-Heeb— 
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NEW PRODUCTS 





Back seam taping 


A dual purpose machine designed 
to operate automatically or manu- 
ally for specific shoemaking needs, 
this Back Seam Taping and Rub- 
bing Machine, Model BST-A, can 
be switched from automatic to man- 
ual operation and back with a sim- 
ple flip of an electric switch. 

Allows the use of manual opera- 
tion when necessary during rub- 
bing and taping seams to stop or 
slow down upper in _ passing 
through machine. This is commonly 
done on center seam vamps or satin 
or fabric uppers. SOURCE: Prime 
Mfg. Co., Lynn, Mass. 


Nail polishing aid 

A handy, easy-to-use toe separ- 
ator that helps provide smear-free 
nail polishing, is being introduced 
by Dr. Scholl’s. 

Called “Pedi-Spred,” the soft, 
cushioning foam rubber separator 
conveniently parts the toes or fin- 


gers for an easy, at-home, profes- 
sional-type pedicure or manicure. 


Pedi-Spred helps prevent the polish 
from smearing while it is being 
applied and while it dries. 


The one-piece foam separator is 
grooved so that the toes or fingers 
can be placed comfortably to allow 
for easy application of polish. 


Pedi-Spred is packaged for self- 
selling pegboard display. The cello- 
phane wrapped package of two re- 
tails for 39¢ and wholesales for 
$3.20 per dozen. 

SOURCE: The Scholl Mfg. Co., 
Inc., 218 W. Schiller St., Chicago 
10, Ill. 


Thread trimmer 


Combination thread trimming 
device combined with Amco elec- 
tronic needle positioner is called 
“Position-Trim,” automatically po- 
sitions the needle and cuts thread 
when needle is in up position. De- 
signed to eliminate hand-trimming 
and step up production rate where 
fast, close trim is required. 

Eight unique advantages in- 
clude: 1. Automatic compensation 
for thread thickness, 2. Built-in 
thread and labor-saving operations. 
3. Automatic step trimming. 4. 
Back tacking freedom. 5. No inter- 
ference with stitch regulation. 4 
No interference with repairs. 





NOW IN-STOCK! 


ULL ee- lates) 


THE ONLY RUBBERS WITH 
F VER YTHING your customers want! 


Better Fit! Lightweight! Easier On! Longer 
Wear! And priced to sell fast! See these 
new stretchy pure gum rubbers and you’ll 
know why store sales are UP 4314%—first 
6 months this year! 


a EY SE" 


MAKES SALES FOR YOU! 


New Display Bar reminds Mothers .. . 
makes profitable extra sales easy. Yours 
FREE. Ask for Bar No. B-1. 


— =o 
Mail this coupon to your “totes” Wholesaler or — 
So-Lo Marx Rubber Co., Dept. BR, Loveland, Ohio. 


ORDER ATTACHED — Please rush and include FREE 
sales helps and newspaper advertising mats. 


RUSH FREE CATALOG, sample swatch and prices on H 
“totes” styles for Men, Women and Children. i 


ATTACH COUPON TO YOUR LETTERHEAD AND MAIL TODAY! 
ee ee ee ee se ee se 
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Maximum needle control. 8. Easier 
threading in less time. SOURCE: 
American Safety Table Co., Inc., 
Reading, Pa. 


Insole rib attaching machine 


New Goodyear Rib Insole Attach- 
ing Machine—Model C attaches 
United Plirib to precemented insole 
and accommodates all insole shapes, 
materials and sizes. Heating and 
conditioning of rib are improved 
and insole cement is activated 
simultaneously with attaching of 
rib. 

Machine requires less operator 
skill in that heel gauge allows 
operator to start right at breast 
line, and rib cut-off stops machine 
automatically at breast line. This 
assures savings in amount of rib 
used and better heel tread for shoe. 
SOURCE: United Shoe Machinery 
Corp., Boston. 


Leather wax 


Spray can of Coed Leather Wax 
comes in white, bone, black, brown, 
red, blue and neutral colors, is 
claimed to give four times the num- 


NEW_ PRODUCTS 





ber of shines of larger spray cans. 
Easy to apply. Wax-rich foam 
comes out like whipped cream from 


low pressure aerosol dispenser. One 
puff shines entire shoe. Will not 
build up on shoe. Provides bright, 
lasting shine. SOURCE: Vangard 
Chemical Corp., 2550 W. Sullivan 
St., St. Louis 7, Mo. 


Air-drying repellents 
Two new durable air-drying sili- 
cone water repellents are now avail- 


able for use on leather, textiles and 
paper. SS-4053, for industrial ap- 
plication, is designed for use where 
material containing non-inflam- 
mable solvent is needed. SS-4-29, 
for consumer-type applications, is 
designed specifically for pressure 
packaging. 

Advantages include unimpaired 
air circulaticn, improved low tem- 
perature flexibility, better resist- 
ance to oils and greases, increased 
resistance to alkali salts, water- 
borne spot and stain resistance and 
rapid air drying. Both materials 
may be applied by spraying, brush- 
ing, swabbing, dip coating and roll 
coating without provision for heat 
after applications except if desired 
to flush off a solvent. Can be used 
to treat upper and sole leathers, 
gloves, sports equipment, garment 
suedes, gaskets, luggage and belts 
in addition to textile sportswear, 
rainwear and outerwear. SOURCE: 
Silicone Products Department, 
General Electric, Waterford, N. Y. 





MEN'S 


Fast 


Sellers! 


WV 


HIGH 


sem FASHION 


FEATHERLIGHT 
STRETCH 


~ BOOTS 


a," 


LIGHTEST WEIGHT MAN’S BOOT EVER 
MADE! A genuine, featherlight pleasure 
to wear. Fast extra sales to every man who 
hates heavy, clumsy boots. Less than HALF 
THE WEIGHT of ordinary men’s boots — 
yet WEAR IS GUARANTEED. Handsome! 
Easy On! Perfect for town & country. 
Order Boot—“totes” +99. Black. Retail: 


$55 


FREE DISPLAY—“Feel-How-Light”. 


Customers will feel the boots . . . and buy. 
Yours with your first order for 1-doz. prs. 
On request. 
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free with 
order for 


ola RAIN 
BOOTS 


FITS ALL TOES—Pointed, Tapered or 
Round! Perfect fit on today’s smart shoes! 
Easiest on because of single-thick uppers 
with smart new pleats. Open heel ends 
“punch-thru” headaches. TRIPLE-THICK, 
DEEP TREAD soles — wear longer! Order 
Bikini-“totes” +1009 In Black with Red 


Lining. Retail with pouch: 
$25 


NEW! FASHION TOE RUBBERS! 
Order Rain-“totes” +1001 

in Jet Black with brocaded $1-°° 
satin pouch. Retail 





A Statement Of Policy On 
A First Step Toward: FEWER SHOWS 


To better serve the shoe industry’s national marketing needs with fewer national shows, better timed and 
more strongly promoted, the National Shoe Manufacturers Association, National Shoe Retailers Association, 
National Association of Shoe Chain Stores, and the New England Shoe and Leather Association will sponsor 
and operate new trade shows to be known as the National Shoe Fairs of America. This program will carry 
out recommendations of the Joint Shoe Show Study Committee which have been approved by the boards 
of directors of the four Associations. 


According to present plans the following shows will be sponsored and operated jointly by the four Asso- 
ciations in 1962: 


A National Shoe Fair of America in New York at the following hotels: the Commo- 
} dore, Sheraton-Atlantic, and New Yorker, April 29-May 3, 1962. 


2 A National Shoe Fair of America in Miami Beach, September 23-26, 1962. 


A National Shoe Fair of America in New York at Hotels Sheraton-Atlantic and New 
Yorker, October 28-November 1, 1962, to serve approximately the same marketing 
needs as the former PPSSA in New York. 


This program will replace the National Shoe Fair operated by NSMA and NSRA, the Popular 
Price Shoe Shows of America and the Shoe Shows of America operated by NASCS and NESLA. 


Cooperation between the Associations will begin even before the full-scale joint effort in 
the spring. The National Shoe Fair in Miami Beach, September 24-27, 1961 will be endorsed 
by the National Association of Shoe Chain Stores and the New England Shoe and Leather 
Association. The National Shoe Manufacturers Association and the National Shoe Retailers As- 
sociation will in turn endorse the National Shoe Fair of America in New York, November 
5-9, 1961. This latter event had been announced previously as the Shoe Show of America 
(formerly PPSSA). 


INDEPENDENT RESEARCH CONDUCTED 


The Associations have been increasingly aware of 
the dissatisfaction among both retailers and manu- 
facturers with the time and expense of participation 
in too many shoe shows. For these reasons, early in 
1960, five Associations—the National Shoe Manufac- 
turers Association, National Shoe Retailers Associa- 





After surveying these shows, Alderson Associates 
presented a series of tabulations reflecting the views 
of a representative group of manufacturers and re- 
tailers. These facts were given intensive study by 
members of the Shoe Show Study Committee. On 


tion, National Association of Shoe Chain Stores, New 
England Shoe and Leather Association, and the St. 
Louis Shoe Manufacturers Association—formed a 
Shoe Show Study Committee and retained Alderson 
Associates, a leading market research agency, to sur- 
vey the shoe industry’s marketing needs as to na- 
tional shoe shows. The study was confined to the 
eight shows then conducted by the participating As- 
sociations. A list of those shows follows: 


One National Shoe Fair in the fall of the year. 


Two Popular Price Shoe Shows—one in the fall 
and one in the spring. 


Two Mid-Season Shoe Fashion Conference Weeks 
—one in February and one in August. 


Two Boston Advance Market Weeks. 


One Shoe Market of America in St. Louis in the 
spring. 


February 26, 1961, at a regularly called meeting of 
the Shoe Show Study Committee. representatives of 
NSMA, NSRA, NASCS, and NESLA met in New York 
to discuss the Alderson report. After extended con- 
sideration the meeting adopted the following reso- 
lutions, which were recommended to the Boards of 
Directors of the five Associations: 


i That a national spring show be held shortly 
after Easter, preferably in New York. 


2 That a national fall show be held the latter 
part of September or early in October in Chicago 
or Miami Beach as events prove desirable. 


3 That a national shoe show to serve the par- 
ticular needs of the volume trade be held in New 
York around November 1. 
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NATIONAL SHOE SHOWS 
- BETTER TIMED - BETTER PROMOTED 


BOARDS OF DIRECTORS ACT 


These recommendations were subsequently adopted 
by separate action of the respective boards of di- 
rectors of National Shoe Manufacturers Association, 
National Shoe Retailers Association, National Asso- 
ciation of Shoe Chain Stores, and New England Shoe 
and Leather Association. The directors of the St. 
Louis Shoe Manufacturers Association disapproved 
the recommendations. 

As an indication of their determination to achieve 
the long run objective of fewer shows operated by 
the four participating Associations, these four Asso- 
ciations already have cancelled both Mid-Season 
Shoe Fashion Conference Weeks in February and 


August, and the fall Boston Advance Market Week 





which has been joined with the September 1961 
National Shoe Fair in Miami Beach. 

The four Associations will join in complete opera- 
tion and sponsorship of the National Shoe Fair of 
America in New York, April 29-May 3, 1962. There- 
after, all shows operated and sponsored jointly by 
these four Associations will be under the name of 
the National Shoe Fairs of America. These shows 
will serve all branches of the industry—all types of 
manufacturers and retailers —every category and 
every price line of retail distribution. Leading man- 
ufacturers of national brands already have indicated 
their support of this program, and leading retailers 
—independents, department stores, and chains—have 
expressed opinions most favorable to the idea. 


ADMINISTRATIVE COMMITTEE FORMED 





To carry out the aims and objectives of the pro- 
gram, each of the four groups participating has ap- 
pointed its own National Shoe Fairs of America com- 
mittee, consisting of its President, or President Dele- 
gate, Executive Vice President, and two members of 
the Association. These four committees together 
form the over-all Administrative Committee for 
these events. 


FOR NSMA 


Ben H. Willingham, Genesco, Inc.—Chairman 
Percy N. Burton, Craddock-Terry Shoe Corp. 
S. L. Slosberg, Green Shoe Mfg. Co. 

Merrill A. Watson, Exec. Vice Pres., NSMA 


FOR NSRA 


Z. Albert Joseph, Joseph Salon Shoes 

Louis Liebson, Edison Bros. Stores, Inc. 

L. E. Tuffy, Krupp & Tuffly, Inc. 

Edward J. McDonald, Exec. Vice Pres., NSRA 


OBJECTIVES FOR THE FUTURE 











This program is a sincere effort on the part of the 
four participating Associations to reduce the burdens 
of excessive shoe shows on the shoe industry. The 
Associations are aware that the action taken so 
far is only a step in this direction. The establish- 
ment of the joint Administrative Committee by the 
four Associations provides a mechanism for deter- 


Ben H. Willingham. President of Genesco, is 
chairman of the Administrative Committee which 
will carry out policies established by the four Asso- 
ciations with respect to National Shoe Fairs of 
America. The Administrative Committee member- 


ship is as follows: 


FOR NESLA 


A. W. Berkowitz, Songo Shoe Mfg. Co. 
Joseph Bloom, A. Sandler Co. 

Saul L. Katz, Hubbard Shoe Co. 
Maxwell Field, Exec. Vice Pres., NESLA 


FOR NASCS 


Simon Edison, Edison Bros. Stores, Inc. 
David W. Herrmann, Melville Shoe Corp. 
Alfred L. Morse, Morse Shoe Stores 
Edward Atkins. Exec. Vice Pres., NASCS 








mining the number, character, dates and locations 
of national shoe shows to be operated by the four 
participating Associations. Over the years ahead the 
ultimate goal of each of these four Associations will 
be to reduce to an absolute minimum, consistent 
with the marketing needs of the shoe industry, the 
number of shows operated by these four Associa- 
tions. 


NATIONAL SHOE FAIRS OF AMERICA jointly sponsored and operated by: 


NATIONAL SHOE MANUFACTURERS ASSOCIATION 
NATIONAL SHOE RETAILERS ASSOCIATION 

NATIONAL ASSOCIATION OF SHOE CHAIN STORES 

NEW ENGLAND SHOE AND LEATHER ASSOCIATION, INC. 
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NEVER BEFORE IN ANY SHOE PUBLICATION 





BOOT and SHOE RECORDER 
presents 


. a comprehensive, closeup study of every aspect of footwear 


fashion prepared by people who know and live fashion . . . 


THE DYNASTIC ROLE OF 





a ae 


IN FOOTWEAR 


. exploring the whole exciting fashion panorama in an editorial 
presentation never before approached on such a scale... 


Boot and Shoe Recorder 








part | 


September 15, 1961 NATIONAL SHOE FAIR ISSUE 


“THE FUNCTIONAL CONCEPT OF FASHION IN FOOTWEAR” 


While the entire industry talks of fashion, 
lives with fashion, the concept of fashion itself 
is very little understood in tangible terms. This 
will be the first effort of such depth and 
breadth to coordinate all the major aspects of 
footwear fashion into a solid unit, presented in 
down-to-earth terms which shoemen can grasp 
firmly and put to work profitably. 


The approach is unique and logical. Part One 
—The Functional Concept of Fashion in Foot- 
wear—sets down the basics and principles 
which comprise fashion. In effect it will say, 
these are its essential parts; this is how they 
fit together as a coordinated unit; this is the 
“what” of fashion. 


19 Outstanding Features: 


THE FUNCTIONAL CONCEPT OF FASHION IN FOOTWEAR 
WHAT IS FASHION 


HOW INFLUENTIAL IS FASHION IN FOOTWEAR 
CONSUMPTION 


FASHIONS—THEN AND NOW 

WHERE DO FASHIONS ORIGINATE 

HOW A SHOE IS DESIGNED 

THE SIX MODERN EPOCHS IN MEN'S FOOTWEAR FASHIONS 


THE TWELVE MODERN EPOCHS IN WOMEN’S FOOTWEAR 
FASHIONS 


THE FIVE MODERN EPOCHS IN CHILDREN'S FOOTWEAR 
FASHIONS 


THE ROLE OF COLOR IN FOOTWEAR FASHION 

THE ROLE OF MATERIAL IN FOOTWEAR FASHION 

THE ROLE OF DESIGN IN FOOTWEAR FASHION 

THE ROLE OF THE LAST IN FOOTWEAR FASHION 

THE ROLE OF PATTERNS IN FOOTWEAR FASHION 

THE ROLE OF ORNAMENTATION IN FOOTWEAR FASHION 


THE TWENTY MAJOR FASHION CATEGORIES IN WOMEN'S 
SHOES 


THE EIGHT MAJOR FASHION CATEGORIES IN MEN'S SHOES 


THE EIGHT MAJOR FASHION CATEGORIES IN CHILDREN'S 
SHOES 


HOW FASHION CYCLES FUNCTION IN FOOTWEAR 


part 2 
“THE MERCHANDISING CONCEPT OF FASHION IN FOOTWEAR” 


to be published in subsequent issues of BOOT and SHOE RECORDER. This 
will tell how to sell, promote and merchandise fashion in footwear—to put 
it to work in a practical manner for profitable results. 


ANOTHER EXAMPLE OF BOOT AND SHOE RECORDER AS A SOURCE OF CREATIVE 
LEADERSHIP WITH NEW MERCHANDISING IDEAS FOR THE SHOE INDUSTRY 
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Three National Shoe Fairs set for 1962 


The leading trade associa- 
tions plan shows in New 
York in the spring, in Miami 
Beach in September, and 
again in New York in Octo- 
ber-November. 


The “National Shoe Fair of 
America,” a three-times-a-year 
event replacing the present Na- 
tional Shoe Fair and the former 
Popular Price Shoe Show, will get 
underway this fall. 

The three-show program, which 
300T AND SHOE RECORDER reported 
in June as under discussion, has the 
backing of the industry’s four ma- 
jor trade associations. The Na- 
tional Shoe Manufacturers Assn., 
the National Shoe Retailers Assn., 
the New England Shoe and Leather 
Assn., and the National Assn. of 
Shoe Chain Stores will sponsor and 
operate the shows. 

Their stated goal: “To better 
serve the industry’s national mar- 
keting needs with fewer national 
shows, better timed and more 
strongly promoted.” 


New York and Miami Beach— 
The calendar for 1962 includes: 

@ A National Shoe Fair of 
America in New York, at the Com- 
modore, Sheraton-Atlantic and 
New Yorker Hotels, April 29 to 
May 3. 

@ A National Shoe Fair of 
America in Miami Beach, Sept. 
23-26. 

@ A National Shoe Fair of 
America at the Hotels Sheraton- 
Atlantic and New Yorker, New 
York, Oct. 28-Nov. 1, serving ap- 
proximately the same marketing 
needs as the former PPSSA in 
New York (now renamed the Shoe 
Show of America). 


Four groups cooperate—At pres- 
ent NSMA and NSRA sponsor the 
National Shoe Fair, and NESLA 
and NASCS sponsor the Shoe 


Show of America. Four-associa- 
tion cooperation, however, will 
start even before the April-May 
showing. The 1961 National Shoe 
Fair, in Miami Beach on Sept. 24- 
27, will carry the endorsement of 
the National Assn. of Shoe Chain 
Stores and the New England Shoe 
and Leather Assn. 

NSMA and NSRA will in turn 
endorse the first National Shoe 
Fair of America, in New York, 
Nov. 5-9, 1961, replacing the Shoe 
Show of America. 


“Too many shows”—In an- 
nouncing the new program, the 
four associations said they had 
been “increasingly aware of the 
dissatisfaction among both retail- 
ers and manufacturers with the 
time and expense of participating 
in too many shows.” This situa- 
tion led early in 1960 to their 
sponsorship of a survey—in coop- 
eration with the St. Louis Shoe 
Manufacturers Assn.—of the in- 
dustry’s marketing needs as to na- 
tional shows. 

After studying the results, rep- 
resentatives of NSMA, NSRA, 
NASCS and NESLA adopted a se- 
ries of resolutions and recom- 
mended them to the boards of di- 
rectors of all five organizations. 
Urged were: a _ national show 
shortly after Easter, preferably in 
New York; a national show in the 
latter part of September or early 
in October in Chicago or Miami 
Beach; and a national show to 
serve the needs of the volume 
trade, in New York around Nov. 1. 


St. Louis disagrees—These rec- 
ommendations were adopted by 
separate action of the directors of 
NSMA, NSRA, NESLA and NA- 
SCS. But directors of the St. 
Louis Shoe Manufacturers Assn. 
disagreed, claiming that the three- 
show plan adds to the number of 
major shows, not reduces it. 

The latter group has announced 
plans to go ahead with its own 


show, the Shoe Market of Amer- 
ica in St. Louis, “on the same 
basis as in the past.” The 1962 
event will open April 29, on the 
same date as the National Shoe 
Fair of America in New York. 

Another conflicting event, the 
Advance Spring Market Week nor- 
mally held in Boston in October, 
has already been dropped in favor 
of the September ’61 NSF in Mi- 
ami Beach. 


Committees picked—NSMA, 
NSRA, NASCS and NESLA have 
each appointed their own National 
Shoe Fairs of America committee 
consisting of the president, presi- 
dent delegate, executive vice-pres- 
ident and two members. 

Ben H. Willingham, president of 
Genesco, is chairman of the over- 
all administrative committee. The 
membership: 

NSMA—Ben H. Willingham; 
S. L. Slosberg, Green Shoe Mfg. 
Co.; Percy N. Burton, Craddock- 
Terry Shoe Corp.; Merrill A. Wat- 
son, executive vice-president, 
NSMA. 

NSRA-~—Z. Albert Joseph, Joseph 
Salon Shoes; L. E. Tuffly, Krupp 
& Tuffly, Inc.; Louis Liebson, Edi- 
son Brothers Stores, Inc.; Edward 
J. McDonald, executive vice-presi- 
dent, NSRA. 

NESLA—A. W. Berkowitz, Songo 
Shoe Mfg. Co.; Joseph Bloom, A. 
Sandler Co.; Saul L. Katz, Hub- 
bard Shoe Co.; Maxwell Field, ex- 
ecutive vice-president, NESLA. 

NASCS — David W. Herrmann, 
Melville Shoe Corp.; Alfred L. 
Morse, Morse Shoe Stores; Simon 
Edison, Edison Brothers Stores, 
Inc.; Edward Atkins, executive 
vice-president, NASCS. 


“Minimum of shows”—The four 
associations said their “ultimate 
goal over the years ahead” will be 
a reduction, “to an absolute mini- 
mum, consistent with the market- 
ing needs of the industry,” of the 
number of shows they operate. 
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Shoe store operation is 
subject of film at NSF 


A 15-minute color slide film deal- 
ing with modern shoe store opera- 
tion will be shown free several 
times daily at the National Shoe 
Fair, Sept. 24-27 in Miami Beach. 

Prepared by Ladies’ Home Jour- 
nal, the film will be accompanied 
by a detailed commentary. Shoe- 
men will be given a script with all 
the pertinent information to carry 
home. 

Shoe Fair planners say the film 
presents “a fresh and enlightening 
insight” into shoe store markups 
and markdowns, sales, inventory, 
turnover, buying, operating ex- 
penses and profit. 

For example, on the basis of 
studies by the Journal’s market re- 
searchers, it is found that every 
line in a shoe store must earn 7 per 
cent every month just to pay op- 
erating costs, exclusive of profit. 
This means that every pair of 
shoes that stays on the shelf costs 
7¢ a month. If the shoes remain 
in stock six months, the cost is 
42¢. If the markup is 40 per cent, 
then the 42¢ must be deducted—so 
that at the end of six months the 
shoes have lost 2 per cent of their 
markup value. 

The film will be shown daily at 
half-hour intervals from 11:30 a.m. 
to 1:30 p.m., and from 4:30 to 6:30 
p.m. at the Fontainebleau Hotel. 

td 
No shortage of social activities 


Wives and families of shoemen 
attending the National Shoe Fair 
in Miami Beach will have a wide 
choice of recreational and _ social 
activities. 

Almost all the 36 official sleeping- 
room hotels have their own social 
director and a daily recreation 
program. Among the scheduled ac- 
tivities are: 

Bridge and bingo parties, sight- 
seeing trips, dancing lessons, con- 
tests, golf, swimming, volleyball, 
badminton, tennis, fishing, boating, 
surf riding, ice skating, canasta, 
shuffleboard, feature movies, social 
hours, horseback riding, shopping 
and others. 

. 
Airlines bid for NSF business 


Seven airlines are competing for 
the patronage of shoemen on their 
way to and from the National Shoe 
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Fair. Their bid for business is on 
a scale never before undertaken in 
connection with a shoe show. 

The seven lines—Eastern, Trans 
World, Northeast, Delta, National, 
United-Capital and Northwest—fly 
to Miami from every part of the 
nation. 

The National Shoe Fair has pro- 
vided these airlines with a list of 
over 8,000 shoe retailers and buy- 
ers who are regular registrants at 
the Fair. In addition, regional 
offices of the airlines, in major 
metropolitan centers throughout 
the country, are adding extensive 
retailer-buyer lists of their own 
culled from local sources. Shoemen 
are being contacted by phone, let- 
ter and personal visit. 

Some larger metropolitan areas 
may warrant special Shoe Fair 
charter flights because of the large 
delegations of shoemen expected to 
make the trip to Miami Beach. 


‘Fashion rodeo’ theme 


for Los Angeles mart 


“Spring Roundup of Shoes... 
Rodeo of Fashions” will be the 
western motif of the Spring Foot- 
wear Market Week to be held in 
Los Angeles Oct. 8-11, one month 
earlier than any previous West 
Coast spring shoe market. Show 
headquarters will be at the Alexan- 
dria Hotel, with displays also at 
the Biltmore and Sheraton West. 

A membership luncheon will be 
held on the Saturday preceding the 
show, and a luncheon for retailers 
and exhibitors is set for Monday, 
Oct. 9. 

L. B. Houghland, Craddock-Ter- 
ry Shoe Corp., has been named 
chairman of the show, Harry Glass- 
man, president of WCSTA, has 
announced. Co-chairmen are Art 
Hunau, Chesapeake Shoe Co.; Bill 
Martin, H. H. Brown Shoe Co.; 
Joe Ginsberg, Buskens; Mike Lu- 
po, Welleco Shoe Corp., and Charlie 
Tieso, Kaye & Tieso Shoe Co. 


“The Job Ahead” will be the sub- 
ject of an address by Merrill A. 
Watson, executive vice-president of 
the National Shoe Manufacturers 
Assn., at the West Coast Shoe 
Travelers’ luncheon for retailers 
Monday, Oct. 9, at the Biltmore 
Hotel, Los Angeles. 





CORRAL greater 
profits with... 


GODING 





The boom in casual wear is the 
western look. To bring more prof- 
its into your corral, keep a good 
inventory of Goding Western 
Boots. They’re as authentically 
western as a hot day in the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





In-school sales of children’s oxfords bring 
protests from Philadelphia merchants 


Children’s shoe merchants count 
on school-shoe sales for the big- 
gest percentage of their business. 
When those sales are jeopardized, 
the reaction is understandably 
fast. 

The reaction to a Philadelphia 
area threat is an example: In one 
short month, the story embraced 
wholesalers, retailers, fitters, man- 
ufacturers, churches and _ thou- 
sands of pupils. 

It began when a new Philadel- 
phia area firm, Institutional Shoe 
Co., offered shoes to parochial 
school children, with the approval 
of a procurement office of the 
Catholic Archdiocese of Philadel- 
phia. Flyers directed to parents 
of the children said the shoes 
were priced at $6.50 and $7.50, and 
“will not be sold in stores.” 


Oxfords for girls, boys—The fly- 
ers said: “We are pleased to in- 
form you that our Parochial Blue 
Oxford for girls and our black 


bumper-toe oxford for boys are 
now available to the students. . 

Our shoes are made exclusively 
for private and Diocesan schools 
in this Archdiocese. . ex 

To date, these sales in the area 
have reportedly reached nearly 
15,000 pairs. On at least one oc- 
casion, the firm advertised for 
help, offering to pay $2 an hour 
to women fitters working in crews 
and visiting schools. 

The shoes are saddles and black 
bumper-toe oxfords with Good- 
year welt construction, available 
in children’s, boys’, big boys’, big 
misses’ and girls’ sizes. 

No comment—A former Phila- 
delphia retailer, Herbert Pliner, 
is affiliated with Institutional Shoe 
Co. (Insco.). Pliner declined to 
comment on any aspects of the 
business. 

In one Catholic high school, 
Insco took measurements in June 
and promised deliveries in Sep- 





tember. Elsewhere, fitting-deliv- 
ery dates were closer. 

The reaction began when young 
customers told local retailers they 
had already ordered back-to-school 
shoes. Retailers began comparing 
notes, then called a meeting. One 
organization, the Philadelphia 
Shoe Group, adopted this resolu- 
tion: 

“(We are opposed) to any indi- 
vidual or company who sells shoes 
to educational institutions with- 
out proper fit or consideration for 
the welfare of the children in- 
volved. (We feel) that much harm 
can be done by fitting these chil- 
dren under improper conditions, 
by unqualified shoe fitters, and 
much too far in advance of the 
actual receipt of shoes....” 

Wholesalers take note—As com- 
plaints began flooding into whole- 
salers’ offices, they too called a 
protest meeting. At a stormy ses- 
sion, one wholesaler said, “This 
means the loss of at least 5 to 10 
per cent of our business. In some 
cases it could mean the difference 
between staying in business and 
going out of business.” 

The next step was a joint ses- 


Boot and Shoe Recorder 





| 
| 
| 


we 





sion, held in a Philadelphia hotel 
early this month. The Shoe Group 
joined with the Philadelphia Shoe 
Associates (the wholesalers), a 
representative of Independent 
Shoemen and at least one depart- 
ment store representative. One 
result was the formation of a com- 
mittee to lodge a formal protest 
with the Catholic Archdiocese. 


Shoes match clothes — Insco’s 
appeal to parochial school chil- 
dren probably lies in the fact that 
the shoes are uniform, and match 
the parochial pupils’ clothing. 
Girls in the Philadelphia Arch- 
diocese schools wear blouses and 
jumpers; boys wear uniform-color 
trousers and jackets, and white 
shirts. 

One shoeman likened the sales 
offer to last year’s demand for the 
twist shoe. “Once the twist got 
started, it sold all over,” he said. 
“That’s exactly what could hap- 
pen with these shoes. Some school 
children get started wearing a 
certain color, and overnight it be- 
comes a fad. Then, before you 
know it, that particular shoe is a 
‘must’ in every child’s wardrobe. 
Everybody wants a pair, and the 
shoes are available through only 
one source. If we haven’t sold the 
first pairs, we stand little chance 
of selling the rest.” 


No other offers—Some retailers 
said they could offer identical 
shoes at competitive prices. But 
the procurement office in the 
Archdiocese said it had received 
no other offers from local shoe- 
men. 

“We did get one call from a 
man who claimed he could give a 
better price on the same shoe,” a 
procurement officer said, “but we 
never heard from him again.” 

The sales are made with the ap- 
proval of the procurement office, 
known officially as Institutional 
Procurement Service (IPS). A 
spokesman for IPS confirmed that 
shoe sales were being made but 
added, “We are willing at any time 
to receive competitive bids on com- 
parative merchandise. Our aim is 
to provide the best goods at the 
best prices.” 


The spokesman emphasized that 
IPS approval is not binding on in- 
dividual pastors. “They make 
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their own decisions, based on their 
own discretion and judgment,” he 
said. 


In addition to the earlier reso- 
lution on fitting practices, shoe- 
men said they were opposed be- 
cause “every children’s retailer is 
hurt by this. It means that we 


just don’t get a chance to offer 
our school shoes anywhere in the 
Archdiocese—and that takes in a 
lot of people.” 


One and a half million in Di- 
ocese — Official Catholic sources 


say there are one and a half mil- 
lion Roman Catholics in the Arch- 
diocese, which encompasses Phila- 
delphia and surrounding counties 
of Bucks, Chester, Delaware and 
Montgomery. Parochial grade 
school enrollment is 200,000 and 
high school students total another 
49,000. Archbishop John J. Krol 
is the chief administrative officer. 

A member of the joint commit- 
tee told the RECORDER it had lodged 
a formal protest, in person, to an 
Archdiocesan officer. The reply? 
“It is under consideration,” he said. 
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Style 1276 Red Elk: Infants 5 4-8, $3.70—Children’s 842-12, $4.40—Misses 1214-4, $4.90—Widths A-D 
+e 
we created the masterpiece 
ciniainaneenll 
...and PUT YOUR NAME ON IT! 








Each Ephrata Shoe is the finished 
product of hundreds of artists and 
craftsmen. 
leathers, their mastery of detail and 
the authenticity of the latest styles 
into color-rich custom - quality chil- 
dren’s shoes bearing the signature of 
the most famous man we 
YOU! 
and the brand no one can take away 
from you. It’s yours and all the loyal 
sales that go with it! How’s that for 
an exclusive profit-protected franchise? 
Call REpublic 3-2215 now and get the 
real sales-picture! .. . from 


They combine the finest 


know-— 


That’s right. It’s the name 


EPHRATA! 


EPHRATA SHOE CO., EPHRATA, PA.— New York Sales Office: 635 Marbridge Bidg. 
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Early outlook for 1962: Record production 
and sales as industry enters ‘sharp incline’ 


The first forecast from a recog- 
nized industry authority about the 
state of shoe business in 1962 is a 
promising one indeed. 

Iver M. Olson, director of mar- 
keting and research for the Na- 
tional Shoe Manufacturers Assn., 
says both retail sales and produc- 
tion of footwear appear headed 
for new records. In a special re- 
port prepared for the National 
Shoe Fair Committee, he claims 
1962 output should be “no lower 
than 635 million pairs—but with 
a good chance of reaching as high 
as 660 million pairs.” The record 
is 638 million pairs, set in 1959. 

Outlook for the first half is a 
total of 335 million pairs, a new 
first-six-months peak. 


4-8 per cent increase—Produc- 
tion in 1962 could be as much as 8 
per cent greater than in 1961, and 
4 per cent above the old mark, 
Olson says. Retail shoe sales, he 


predicts, will set a record for the 
first half as well as for the year as 
a whole. 

“Shoe business seems fairly well 
assured of moving soon into a 
sharp incline that could develop 
into a full boom in 1962,” Olson 
explains. And this could make 
next month’s National Shoe Fair 
one of the busiest in years so far 
as buying interest, he adds. 


Why a good year?—Olson lists 
a number of “barometer factors” 
pointing to a high-level year 
ahead: 

(1) If per capita production 
reaches 3.47 pairs (average for the 
past three years), then a 1962 
population of 186 million should 
mean a base of 645 million pairs. 
If per capita reaches the 1959 
level of 3.57 pairs, then production 
could hit a ceiling of 665 million 
pairs. 

(2) The “upturn cycle” tradi- 


tional to shoe business is long 
overdue. Normally the dip ex- 
tends 9 to 12 months, then there’s 
an upsurge for 24 to 30 months. 
The dip period ran out last March 
and has since been operating on 
“borrowed time.” Strong signs 
now indicate that the upturn is 
currently in motion. 

(3) Retail shoe inventories are 
on the lean side, and an inventory 
rebuilding cycle can be expected 
shortly. 

(4) Economists are bullish re- 
garding the outlook for the na- 
tional economy as a whole. Capital 
spending, personal incomes, inven- 
tory rebuilding and other influen- 
tial forces are on the uptrend. 

(5) An extensive National Re- 
tail Merchants Assn. survey re- 
veals that retail sales and profits 
are expected to reach new heights 
for the second half of 1961. 

(6) Some modest shoe price in- 
creases on spring 1962 lines, ac- 
cording to trade reports, can be 
expected to contribute to the an- 
ticipated buying spurt. Average 
factory value per pair will rise, 
resulting in an average retail sell- 
ing price of about $6.45 for 1962. 





Es VALUE! VALUE! 


GENUINE SHELL 


CORDOVANS 


5 STYLES IN-STOCK 


500 Brown Stormwelt, full 
double sole, Neolite heel $9.95 
700 Same in Black $9.95 
800 Brown Bal Wing, double 
sole, Neolite heel 
900 Same in Black 
400 Brown long wing, double 
sole, Stormwelt, Cushion 
innersole 
B to E, 6 to 13 
(A-EEE, 500 only) 


$9.95 
$9.95 


$10.75 


BOL 


SHOES F 


FRANK NOONE SHOE CO., ROCKLAND, MASS. 
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(7) There has been a substan- 
tial cutback in the rate of foot- 
wear imports in 1961. This should 
add something to domestic produc- 
tion in the period ahead. The pro- 
posed Muskie and Bridges legisla- 
tion, individually or combined, 
should provide further protection 
to the industry against imports, 
and American shoe manufacturers 
have toughened their competitive 
sinews against the import chal- 
lenge. 


“Over the hump”—Said Olson, 
“It seems reasonably certain that 
shoe business is now over the 
hump and can optimistically look 
forward to perhaps its best year 
on record. Our shoe shows over 
the coming months — beginning 
with the National Shoe Fair— 
should be bustling market places.” 


MARKETING 


Kinney extends test of 
self-service marketing 


An experiment in self-service 
merchandising at three G. R. Kin- 
ney stores has been “encourag- 
ing,” and the company is “trying 
it a little longer.” The aim, a com- 
pany spokesman said, is to in- 
crease sales of lower-priced shoes 
through impulse buying and even- 
tually to effect a savings in the 
cost of selling. 

The company has experimented 
with self-selection for the past 
three months in three free-stand- 
ing highway stores in Totawa and 
Pleasantville, N. J., and Chicago. 
The display units, which occupy 
only 15 per cent of the space in 
these stores, are prominently lo- 
cated in the center of the store. 

All shoes are visible on the dis- 
play, and it is possible for a cus- 
tomer to select a pair of shoes and 
take them directly to the wrap- 
ping counter without seeing a 
salesman. The type of shoe used 
has been primarily casuals, but all 
types of shoes for men and women 
are displayed. 

Free-standing highway stores 
were selected because of the 
larger space available in these 
units. But if the experiment 
proves satisfactory it may be ex- 
tended to smaller units in the 
chain. 


August 15, 1961 


Does your back door 
hide untapped market? 


A new back entrance to the Max 
Branovan Shoe Store, 2111 W. 
North Ave., Milwaukee, cost the 
firm a reported $10,000. And vet- 
eran shoe retailer Max Branovan is 
convinced it was worth the outlay. 

The modern, clean-lined entrance 
faces directly on a 136-car munici- 
pal parking lot opened this summer 
to stimulate traffic in this neighbor- 
hood shopping area. Three hours 
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of free parking are available to all 
lot users. 

The new entrance was completed 
in four weeks. Construction crews 
rushed to meet the deadline set by 
Max Branovan, coinciding with 
grand opening ceremonies for the 
municipal parking lot. 


Traffic builder—Branovan notes 
these benefits from the new en- 
trance: (1) It is bringing “plus” 
traffic by luring shoppers who make 
use of the new parking lot, and (2) 
his example has encouraged ad- 


GET LOST / 


He won't even look for the shoe. Instead he'll be looking for a 
brand that keeps its shape and fit and comfort. 

If he knew, he’d look for shoes with Farberized Welting . . . 
costs no more than ordinary welting, but resists curling, crack- 


ing .. . and shrinking. 


That’s because Farberizing replaces water soluble tannins, which 
leach away, with a special compound of fats and oils. Farberizing 
wraps each leather fiber in a protective coat . . . adds months 


to the useful life of the shoe. 


Farberized Welting gives you more for your money! 


L, Farber Woltg Cn 
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joining merchants to do likewise. 
Several others on the block have 
announced plans to renovate the 
back entrances of their stores, too. 
The entire area as seen from the 
parking lot is being transformed 
into a modern, attractive shopping 
district. 

Another result: plans are now 
being considered by Branovan and 
his business neighbors to develop 
a landscaped mall facing the park- 
ing lot. 


He did it before—Max Branovan 


has long spearheaded efforts to re- 
vitalize the shopping districts in 
which his three stores are located. 
He has provided examples for other 
merchants by building attractive 
back entrances for each of the 
Branovan three stores. 

“The most effective way for 
neighborhood stores to combat 
shopping center competition is by 
providing customers with conven- 
ient parking and improved facili- 
ties,” he believes. 

“For years I spent a lot of money 
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$% to §10% Retail 


Bob Smart Shoes are super for 
red-blooded Americans with 
young ideas . . . ard for retailers 
reaching for the big wampum in 
this exploding volume market. 
Styled for men with the young 
point of view . . . super value... 
in-stock service for constant, more 
profitable turnover on a mini- 
mum investment—the more you 
turn, the more you earn! 
Bob Smart’s regular discount on 
reorders too. PLUS co-op adver- 
tising to send up your local smoke 
signals at half the cost. Hot? 
Chief, Bob Smart is planned for 
profit. Help yourself! 


manufacturer 
with the 
Retail 
Point of View 


Another Conslanl Junover product of Craddock-Terry, 
Lynchburg, Va.— N.Y. Sales Office, 112 W. 34th St. 





Store manager Leonard Lauwasser, at new 
rear entrance of Max Branovan Shoe Store. 
It faces free 136-car parking lot. 


fixing up new fronts for my stores, 
while neglecting the back entrances. 
Now I realize that was a mistake. 
Remodeling the back entrances has 
boosted traffic in our stores as much 
as 40 per cent. These back en- 
trances bring a lot of people into 
our stores who have never done 
business with us before.” 


Downtown Neusteters 
drops children’s shoes 


Neusteters of Denver has closed 
its downtown children’s shoe de- 
partment and consolidated all its 
children’s shoe operations in the 
city in its Cherry Creek store. The 
latter branch was opened last year 
in the heart of the country club 
district. 

Women’s shoe salon and men’s 
shoe department will be maintained 
as usual in the downtown store. All 
three shoe departments are found 
in Neusteters’ Boulder (Colo.) 
branch store. Charles Oppenheim is 
shoe buyer for ali stores. 


Prices steady in June 


The government’s consumer 
price index for footwear held 
steady during June. The Bureau 
of Labor Statistics said slight rises 
were offset by slight declines in re- 
tail shoe prices. The index thus 
holds at 140.8 (1947-1949 equals 
100). 

BLS reported scattered small in- 
creases for men’s dress shoes dur- 
ing the month. Women’s dress and 
play shoes were reported both 
above and below previous prices. 
Children’s shoes dropped some- 
what. 
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TRAINING 


Manuals guide Gilbert's 
33 discount departments 


The Gilbert Shoe Stores, Inc., 
chain has authored and copyright- 
ed manuals of operations proce- 
dures governing the firm’s 33 dis- 
count shoe departments in six 
Midwest states. 

Ivan Gilbert, president, said the 
manuals are designed to eliminate 
guesswork on decisions, standard- 
ize procedures, sharply curtail 
costly and time-consuming call- 
backs, and prevent errors. Sepa- 
rate manuals have been developed 
for warehousing and merchandise 
control, district managers and 
store managers. 


For new and old employees— 
The relative infancy of the dis- 
count shoe operation dictated the 
necessity of a set method of in- 
struction and guidance, Gilbert 
said. The manuals enable new 
employees to function much more 
effectively more quickly, and help 
experienced personnel to _ solve 
new problems without taking up 


the time of company executives. 

Department managers, some of 
whom are as much as 600 miles 
distant from the central office, 
were given a 94-page instruction 
booklet. It contains detailed de- 
scription of all procedures and the 
answers to most problems that 
will arise, Gilbert said. 

Manuals will be changed by sub- 
stituting the proper looseleaf in- 
struction change before any new 
procedure becomes effective. 


To ease routine — Merchandis- 
ing, operations, accounting and 
buying executives wrote the de- 
partment operational procedures. 
They are designed to remove much 
of the routine and give the man- 
ager more time for administrative 
duties. 

The manager’s manual, for ex- 
ample, spells out in detail what 
should be done when a customer 
exchanges a pair of shoes. 

Different rules govern handling 
the sale and issuance of the sales 
ticket for exchange of an unworn 
pair of shoes for another pair of 
the same price, for exchange for 
a higher-priced pair, and for 


credit for worn shoes, factory de- 
fectives and those damaged in 
shipping. 


Everything is tested first—The 
manual also spells out how to 
make the daily and weekly reports, 
handle payroll and fill out the com- 
pany forms on which routine re- 
quests are made. 

In all cases, Gilbert said, any 
new rule does not become effective 
until after it has been thoroughly 
tested and manuals have been re- 
vised to make them conform. “This 
places an obligation on the execu- 
tive to go by the book,” he re- 
marked. 


FINANCIAL 
Stock dividend by chain 


A 6 per cent common stock divi- 
dend, with cash in lieu of any frac- 
tional shares, has been declared 
by directors of National Shoes, 
Inc., New York, popular-price fam- 
ily chain. The stock dividend was 
paid Aug. 11 to shareholders of 
record July 21. 








ORIGINAL 


“Nature's Own” 


® 


with CONTOUR FIT 
... the Leading Straight Last Children's Shoe 


“Nature's Own" is not a "specialty shoe." Not a “prescrip- 
tion" or "problem-foot" shoe. No doctor's recommendation 
or prescription needed here! 


“Nature's Own" sells easy . . . mothers quickly recognize 
their distinctive advantages! 


Created for all healthy, active, growing feet . . . "Nature's Own" 
fits the foot as Nature intended. 


IN STOCK ... Always and All Ways! 


Ready to ship in a wide variety of size ranges 
and colors—in both normal and supportive con- 
structions. If you are not familiar with these 


amazing shoes, write or call today . . 


. we'll 


make sure you see them! 


uliug Altechul, Que. 


117 GRATTAN STREET - 


CELEBRATING OVER 60 
YEARS OF FAITHFUL SERVICE 
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BROOKLYN 37, N.Y 
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HY 7-4500 


"If Children Were Born With Shoes... 
They'd Be Wearing ‘Nature's Own'!" 
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TRANSACTIONS H. Gluck, chairman of the board 


of Grayson-Robinson, said the 
3 same offer would be made to 
241-unit A. <4 Beck chain gets new owner Beck’s remaining shareholders. 
According to Gluck, the acquisi- 
Control of A. S. Beck Shoe’ the 51 per cent of Beck common tion is subject to “certain govern- 
Corp., operator of 241 stores stock held by Shoe Corp. of Amer- mental approval.” 
throughout the country, is being ica, another major chain oper- Beck’s holdings —A. S. Beck 
acquired by Grayson - Robinson ator. f maintains stores in 135 cities and 
Stores, one of the nation’s larg- The new owner will pay $4.9 19 states, including 68 stores 
est women’s and children’s ap- million in 25-year 5 per cent sub- carrying the Beck name, 34 C. H. 
parel chains. ordinated convertible debentures. Baker stores, 16 Ansonia and Co- 
Grayson-Robinson announced This works out to about $23 a quette units and 23 Adler stores. 
signing of an agreement to acquire share for the Beck stock. Maxwell In addition, the company operates 


six factories making men’s and 
women’s shoes and also handbags. 


made especially for Sales of A. S. Beck in 1960 


amounted to $61.8 million. Con- 


solidated net income after taxes 
was $409,220. This compared 
with $63.7 million in sales and 
$705,527 in net profits the year 
5 5 before. 
| Grayson-Robinson’s holdings — 
. * | 
\ y QO | f } e ! l-|] } oni W ite | conventional women’s and chil- 
* °° | dren’s apparel stores, 24 leased 
NURSE-MATES | pean ocraone ray grow: 
. ing part of its business), four re- 
" tail photographic equipment 
NURSE-MATES, for 5,000,000 women-in-white . . . nurses, stores, three leased photo depart- 
waitresses, beauticians, lab technicians, counter clerks, ‘ - x a “ 
super-market checkers ., . for all women whose daily | ments and eight photographic dis- 
work requires white service shoes! count departments. In January 
the company entered into a man- 
It's a big and growing market — one that requires agement agreement with Darling 
careful attention . . . attention to the Shops, a 134-unit women’s ap- 
extra construction, comfort and style . ° ° 
features that these women demand at parel chain. Their combined gress 
4 prices they can afford. And because sales may reach $130 million in 
NURSE-MATES fills this demand, it is the . . 5 
fastest growing brand of white service the wap ending next July 31, offi 
shoes in the very-popular-priced field today! cials said. 
Grayson-Robinson announced it 
NURSE-MATES are in-stock in a wide variety 3 ° 
oh teat mits would retain the present Beck 
extra-wide — sizes from 4 - 12! They're management but declined to say 
backed up by 33 years of manufacturing a . : ° 
know-how! Nationally advertised in the how it might combine the selling 
American Journal of Nursing, and of apparel and footwear. 


Modern Beauty Shop, NURSE-MATES 
also have a strong in-store promotion Effect on Shoe Corp.?—In Co- 
- package for you. | Jumbus, O., a spokesman for Shoe 
man ah of the X ss | Corp. of America said the trans- 
qual: eotures in . " ify | . . 
NURSE-MATES IMPERIALS: hips , Compare these NURSE-MATES | action will not affect the firm’s 
1. Pillow-Soft Imperial Cushion aap: coon working agreements with Beck. 
2. Cookie Arch 3. Cushioned Tongue _ pd cameos . 
4. One Piece Seamless Tongue 5. Thick the complete NURSE-MATES catalog! Shoe Corp. expects to continue to 
Aero-Crepe Soles 6. Leather Counter 2 buy from Beck-held subsidiaries, 
Pockets 7. Guaranteed-Washable White j j ; 
biota & Setnautath, base Wieden including Diamond Shoe Corp., 
Aero-Crepe Soles 9 Air Vents Under Arch. P= Marlboro, Mass.; Fifth Avenue 
Shoe Corp., Haverhill, Mass.; 
Me, W-1084 Savoy Shoe Co., Inc., Elizabeth- 
pacaibrss town, Pa.; Windsor Shoe Co., Inc., 
Just 2 of the many NURSE-MATES styles. Littlestown, Pa., and Madison 
NURSE-MATES IMPERIALS to retail at about $8.00 Handbags, Inc., New York. 
Other NURSE-MATES to retail from $6.00 e 7 e 


" Shulman’s Shoe Store, a family- 
airy hae NURSE-MATES : 


type operation at 7133 W. Warren 
Manufactured bi . ° . 
PHYLLIS SHOE COMPANY, 95 BRIDGE ST., LOWELL, MASS. Ave., Detroit, is being taken over 








Grayson-Robinson operates 237 
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by Mrs. Eva Shulman. It was for- 
merly operated by Max Shulman. 


Jaffee’s, which operates the shoe 
department in the Roy H. Bjork- 
man, Inc., women’s specialty store 
in Minneapolis, plans to take over 
the space at 810 Nicollet Ave., in 
downtown Minneapolis currently 
occupied by the Kinney chain, 
about Jan. 1. Arthur and Robert 
Jaffee, who operate the Bjorkman 
department, said the new store 
will be called Jaffee’s. They also 
have a store in Ft. Lauderdale, 
Fla. 


Sam Roth has taken over sole 
ownership of the Kapsen Shoe 
Store, a family-type store at 9038 
Twelfth St., Detroit. He was in 
partnership for several years with 
Hyman Kaplan, who died a few 
months ago. 


RETAIL EXPANSION 
26 new units for Edison 


Edison Brothers Stores, Inc., 
will open 26 new stores this fall. 
This expansion will give the firm a 
total of 440 stores in 211 cities and 
41 states, the District of Columbia 
and Puerto Rico. 

Of the new units planned, 15 will 
be in trading areas where Edison 
Brothers has previously established 
stores. The other 11 will be in 
cities and trading areas new to the 
firm. 

Four of the new stores will be 
Chandler’s units, two Burt’s, three 
Leed’s and 17 Baker’s. 


The Karl’s Shoe Giant self-serv- 
ice operation will move into the 
Seattle area Aug. 17 with simulta- 
neous grand openings in 10 loca- 
tions. As customers enter the new 
stores, they will receive shopping 
bags. They will make their selec- 
tions from more than 1,000 styles 
displayed on open shelves and 
tables, and clerks will be available 
to assist. The company believes 
this will be the biggest mass open- 
ing of shoe stores ever held on the 
West Coast. 


French, Shriner & Urner Mfg. 
Co., Boston, is building a free- 
standing factory outlet store on 
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U.S. Route 1 in Saugus, Mass., 
about 10 miles north of Boston. 
Opening is set for about Sept. 1. 
* a e 
Robert A. LaBrie has opened a 
second LaBrie’s Shoe Store at the 
Mendon Road Shopping Center, 
Lonsdale, R. I. The original store 
in Central Falls, R. I., was found- 
ed 31 years ago by Armand L. La- 
Brie, who retired three years ago. 
= © eo 
Arnold Constable, 
specialty firm, will 


New York 
carry both 


high-fashion shoes and a medium- 
price line in a new branch store in 
Upper Darby, a Philadelphia sub- 
urb. Opening is planned for Oc- 
tober or November. 
e @ ie 
Adas Shoes, a children’s store, 
has been opened at 19006 Van 
Dykes Ave., Detroit, by A. E. 
Schwartz, a veteran of 30 years in 
the shoe business. He was for- 
merly with Wise Shoe Co., Baker’s 
and other firms, but this is his first 
independent venture. 








Worried 


VIRGINIA OAK 


by Discounter 


Competition? 


Quality where it counts is your remedy. 
VOTAN genuine leather soles are prov- 
ing this point to an increasing number 
of retailers. This super-leather sole has 
excellent selling features: 


More wear per iron. Unusual flex- 
ibility. Water and skid resistance. 
Proven foot protection. And— 


The Seal of PARENTS’ Magazine 
Consumer Service Bureau . . . a power- 
ful buying guide for over 1,875,000 fam- 
ilies with more than 4,200,000 children 
who wear the very best shoes. 


Another help for retailers is the in- 
formative leaflet about VOTAN soles 
which is tucked into each pair at the 
factory. This too, carries the Seal of 
Commendation. 


Children’s shoe dealers, generally, 
know about VOTAN advertising in 
PARENTS’ Magazine during September 
and October. They'll refer to it during 
school outfitting days when showing 
new shoes with VOTAN leather soles. 


OTAN 


TANNERY, INC. LURAY, VA. 





DeWitt grows in Skokie 


J. R. DeWitt, Inc., children’s 
shoe chain in the Chicago area, 
recently moved one of its six 
stores into larger quarters in Sko- 
kie, Ill. The decor of the store was 
targeted to appeal to both parents 
and teens. 

Designer Seymour Schreyer 
gave thought to ease of mainte- 
nance by using silk-textured, 
vinyl-coated wallpaper on part of 
each wall, complemented by hand- 
painted murals on the remaining 


sections. Each section is divided 
by a floor-to-ceiling walnut panel. 

One mural is a muted green 
montage depicting the interests and 
activities of teenagers, such as 
television, baseball, hot dogs, ba- 
nana splits, proms and the like. 
Another shows a maypole with 
boys and girls dancing around it. 
The final mural shows a hurdy- 
gurdy man, hand organ and mon- 
key, with balloons floating above. 
One of the balloons forms the 
face of a modern electric clock. 

Three islands serve as displays, 








Want a Volume Increase? 
—of 10% or more! 





@ Glove Light 
@ Glove Fit 
@ Glove Soft 
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MA BANGOR 


$5.20 Less Discount 


No better available at any price. 





Glove Leather 
2354 
2355 
2356 
2351 





In Stock in 5 Fashion Colors 
2350 @ Golden Fawn Specially Processed 


Black Specially Processed Glove Leather 
White Specially Processed Glove Leather 
Mocha Specially Processed Glove Leather 
Bone Specially Processed Glove Leather 


Stocked in sizes 


AAA 6 -10 B 4-10 
AA 5-10 C 4-9 
A 5% -10 








give them a ‘‘feel”’ 


Bangor, Maine. 





The Shoe That Has 
Taken America by Storm! 


Here's the shoe that every woman wants! So much 
comfort — such ease in walking! Beautifully styled 
and crafted with full heel-to-toe deep air cushion. 
Extra soft specially tanned mellow glove leathers 
no woman can resist. 


Contact your Salesman or write direct to Sales 
Division, Viner Bros., Inc., 304 Hancock Street, 


VINER BROS., INC., Bangor, Maine 








each one made of walnut surfaced 
with white Formica. 
e e . 

O’Connor & Goldberg, Chicago 
area chain, will open its 17th store 
at 33 S. State St. on Aug. 24. W. 
H. Harrison, Jr., president, said 
the store will be the first O & G 
women’s shoe salon to occupy a 
street-level location on famous 
State Street since the company’s 
founding. Leased for 25 years, 
the salon is in a new eight-story 
addition to the Carson Pirie Scott 
department store. 

With a motif of sunset red 
granite and aluminum, the store 
will feature showcase windows 
and a recessed revolving door set 
13 ft. from the sidewalk. The 
store’s two levels will occupy 
about 13,500 sq. ft. of selling and 
storage space. There will be a 
separate section for casuals on the 
lower level. 

* e eo 

Berke’s Boot Shop, for some 
three decades a leading specialty 
store on Detroit’s Washington 
Boulevard, is opening a new store 
at 22 W. Adams Ave., just west of 
Fyfe’s. Berke’s has specialized 
exclusively in men’s quality shoes, 
featuring the Stetson line. The 
move is one of several major 
changes in the past several 
months, with Morton C. Robins 
taking over ownership of Berke’s. 
Last March the founder and pre- 
vious owner, Ben B. Berke, died 
suddenly after fire gutted the 
Washington Boulevard store. 

- se e 

Crest Bootery, a popular-price 
family-type store, has been opened 
in the 28-store East Ten Mile 
Shopping Center, East Detroit, 
Mich., by Gerald Lukasik, Harry 
Danzig and Robert Hancock. The 
store will feature a children’s shoe 
bar with a monkey cage and kid- 
die rides. 

e - e 

Al Morris, Inc., which operates 
Al’s Bootery, a cancellation outlet 
in Mobile, Ala., has leased a wom- 
en’s shoe department at the 
Mellon Co., Charlotte, N. C., ac- 
cording to Victor Rousso, manag- 
ing partner. The department, 
which was scheduled to open Aug. 
15, will contain about 1,200 sq. ft. 
on the store’s street floor. It is 
called the Designer’s Shoe Salon. 
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Reeds Shoes of St. Louis is open- 
ing a self-service family shoe store 
in Bloomington, III., the first such 
store in that city. General man- 
ager Arthur Lemley said 10,000 
pairs will be on open display. 
Frank Novak is store manager. 

am e * 


The Junior Bootery, Salem, Ore., 
which opened 10 years ago in an 
11 x 22-ft. space, has completed 
its second expansion. Now, re- 
ports owner-manager Ernie Sav- 
age, the store occupies a 33 x 42-ft. 
area, and seats 28 persons (vs. 15 
in the beginning). There was 
room too to add a paneled office. 
The store counts on prescription 
shoes for 20 per cent of its vol- 
ume. A close relationship with 
doctors is maintained. 


The Children’s Bootery of West- 
wood Village in suburban Los An- 
geles moved recently to new, en- 
larged quarters one block from the 
store it had occupied for over a 
decade. Added to the children’s 
and juvenile lines in which the 
firm has specialized since its be- 


” 


ginning, is a new “Guys ’n’ Gals 
department offering a full stock of 
name-brand, high-style and casual 
footwear for teenagers. 

The new store features a “Young 
Moderns” theme, a departure from 
the nursery-type furnishings of 
the former site. This Westwood 
unit, managed by Earl Marine, is 
one of seven similar stores owned 
and operated by Harry Gluckman 
in suburban Los Angeles. 


PreVue, a women’s high-fashion 
shoe salon at 2412 W. Alabama, 
Houston, is set for an Aug. 28 
opening. A. J. Tate and Mrs. 
Lynne Tamborello are the owners. 


Leopold-Price & Rolle, one of 
Houston’s oldest men’s stores, an- 
nounced plans for its first subur- 
ban store, in the $14 million 
Sharpstown shopping center, now 
being built and expected to open 
in the early fall. The store will 
have a complete shoe department 
comparable in size to that of the 
downtown store, featuring Bos- 
tonian and French Shriner shoes. 


E. B. Patton, with 23 years’ experi- 
ence in men’s shoes, will manage 
the department. 
6 ~ e 
Jim Van Ackeren recently 
marked 20 years in shoe retailing 
by opening a new store, nearly 
twice the size of its predecessor, 
in Renton, Wash. 
* a e 
Shelby’s Shoe Store in Seattle’s 
Greenwood district increased its 
floor space by two and a half times 
when it moved recently into new 
quarters within a city block of the 
old site. Owner Merle Bagley car- 
ries men’s, women’s and children’s 
lines. 
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It’s the 
outstanding 


features 


that make 
the difference 


Everyone 
picks me 


because... 


Behind every Bontex product are 

the most exhaustive research and the 
highest standards in the shoe industry 
today. Result: A constant flow of new 
and improved innersole materials for 
every process in every price range. 
That’s why more and more shoe 
men—both here and abroad—are 
specifying Bontex for the shoes 

they make or sell. 


a 
QUALITY 


Top-grade leathers ... custom crafts- 
manship and an extra measure of care 
make the discernible difference in 


footwear by LISANCO. 


LISFAANCO 


400 EAST 111TH STREET, NEW YORK 29, N.Y. 
a 


Formerly LION SANDALS, Inc. 


Better shoes through ® 
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BONDED FIBERS, Inc. BUENA VISTA, VIRGINIA 
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How industry rates among top U. S. firms 


Among the nation’s top 500 industrial corporations, as 
listed by Fortune, are four shoe producers and one ma- 
chinery firm. Expanding on Fortune’s findings, the Recorder 
takes a penetrating look at these firms’ status. 


The shoe industry fared sur- 
prising well in its ranking among 
the 500 largest U.S. industrial cor- 
porations, just published by For- 
tune magazine. 

Four shoe manufacturers and 
one shoe machinery company were 
included in the top 500 firms. In 
a special BOOT AND SHOE RECORDER 
analysis and extension of the For- 
tune data, the status of the shoe 
industry firins is shown. 

In net profit in total dollars, the 
shoe firms fell below the average 
for the 500 companies ($23 mil- 
lion). Brown Shoe Co. registered 
highest among the shoe group 
with $11 million, with United Shoe 
Machinery Corp. close behind with 
$10.8 million. 


Profit vs. sales—In net profits as 
a percentage of sales, the four 
shoe manufacturers (Interna- 
tional, Brown, Genesco and Endi- 


Rank in 1960 Sales Assets 
Top 500 (add $000) (add $000) 


Company 


Genesco 147 $321,191 $155,727 


International 


Shoe 159 296 470 200 ,275 


Brown Shoe 160 
Endicott 
Johnson 296 


295 , 802 126,614 


141 ,468 97,106 


United Shoe 
Machinery 400 97 ,294 
Averages for 
500 largest 
industrials 


139 ,266 


(add $000) (add $000) | Capital 


(loss) 


10,780 


cott Johnson) were below the aver- 
age for the 500 (5.7 per cent). 
Brown Shoe again showed up best 
with 3.7 per cent. However, 
United Shoe Machinery came 
through with a whopping 11.1 per 
cent, twice the national average. 
In fact United placed 34th highest 
in percentage of net profit on sales 
among the 500 firms. Brown placed 
296th; International 345th; Gen- 
esco 369th. Endicott Johnson 
showed a loss for the year. 
While the shoe companies fell 
appreciably below the national 
average of the 500 in net dollar 
profits ($23 million) they never- 
theless showed up very well in the 
rankings among the 500. Brown 
Shoe ranked 202nd in net dollar 
profit, indicating that 298 of the 
500 largest industrial corporations 
had lower net dollar profits. 
United Shoe ranked 204th; Inter- 


Sales per | 


Dollar of 
Invested 


Net Invested 
Profit Capital 


$8,207* | $99,608 


110,766 


83,002 


11,071 


(1,506) 43,714 


114,440 $0.85 


11.1 9.4 


10.1 


| Profit as per cent of 


Invested 
Sales Capital 


$3.22 | 2.6 2 


national 234th; Genesco 242nd. 


Profit and capital — While the 
shoe industry firms did not show 
up too well in terms of net profit 
as per cent of sales in comparison 
with the national average of the 
500 firms (5.7 per cent), they came 
out very well in terms of profit as 
per cent of invested capital. The 
average for the 500 was 10.1 per 
cent. Excluding Endicott John- 
son, the other three shoe manufac- 
turers averaged 9.8. 

Brown Shoe was above the na- 
tional average with 13.3 per cent. 
United Shoe Machinery also show- 
ed up well with 9.4 per cent. 

Profit on invested capital gives 
a real insight into the shoe indus- 
try profit picture. While net profit 
on sales is usually low in shoe 
manufacturing, the story is quite 
different in profit on invested 
capital. 


Capital and sales—For the 500 
largest U.S. shoe corporations, 
sales per dollar of invested capi- 
tal amounted to $1.78. But for the 
four shoe manufacturing firms the 


Assets 
Sales per per 
Employee | Employee 


Em- 
ployees 


Pairage 
1960 


$5,711 


27 , 266 


$11,779 


29 , 100 ,000** 


34,000 $8,719 $5,890 | 48,163,000 


24,000 $12,325 


$5,275 | 30,144,686 


16,775 34,750,000 


7,469 $13 ,026 $18,645 


409 ,448 352,373 23,246 230,461 $1.78 5.7 18,357 $22,305 $19,196 ie 


NOTE—Table is based on Fortune magazine study of 500 Largest Industrials, July 1961, expanded and analyzed in special study by Boot AND SHOE RECORDER. 
* Includes nonrecurring gain of $1,200,000. 
** Estimated. 
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average amounted to $3.18, or al- 
most double the national average. 

On the other hand, United Shoe 
Machinery, with a large invested 
capital, showed sales of only 85¢, 
half the national average, per dol- 
lar of invested capital. 


Sales per employee — Company 
dollar sales per employee—a sig- 
nificant indicator of productivity 
or functional efficiency — showed 
that shoe companies as a group 
fell below the national average by 
a substantial margin. Average for 
the 500 firms was $22,305 per em- 
ployee, as compared with $10,837 
for the five shoe industry firms. 

Among the five shoe firms, 
United Shoe Machinery made the 
best showing with sales of $13,026 
per employee, followed by $12,325 
for Brown Shoe, $11,779 for Gen- 
esco, $8,719 for International and 
$8,433 for Endicott Johnson. An 
interesting light on this: Brown 
and International had almost iden- 
tical total dollar sales—but Brown 
achieved them with 10,000 fewer 
employees. 

Generally speaking, the com- 
panies with the highest dollar 
sales per employee show the high- 
est net profit as percentage of 
sales. Among the shoe firms this 
“rule” did not apply to Genesco. 
But it must be remembered that 
only about half of Genesco’s sales 
are derived from shoe business. 


Company comparison — Among 
the four shoe manufacturing 
firms, International had the larg- 
est assets, largest invested capi- 
tal, largest number of employees, 
largest assets per employee and 
largest pairage output. But it had 
the lowest sales per dollar of in- 
vested capital, and lowest profit as 
per cent of invested capital (ex- 
cluding Endicott Johnson). 

Brown Shoe had the largest net 
profit, largest sales per dollar of 
invested capital, largest profit as 
per cent of sales, largest profit as 
per cent of invested capital, and 
largest sales per employee. It 
ranked third in pairs produced. 

Endicott Johnson was lowest in 
dollar sales, assets, profit (loss), 
employees and sales per employee. 
But it was second in pairs pro- 
duced and in assets per employee. 

United Shoe Machinery Corp., 
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while ranking 400th in dollar 
sales, showed a very substantial 
profit as per cent of sales. In fact 
United made perhaps the best 
overall showing of all the shoe in- 
dustry firms among the 500 largest 
U.S. corporations. 


Six-month output set 


at 303 million pairs 
First-half 1961 production is 
now placed at 303.4 million pairs, 
on the basis of U. S. Census Bu- 
reau estimates. Although the fig- 


ure is below expectations, a con- 
tinuation of the same production 
pace would make this year’s totals 
second only to 1959, the indus- 
try’s peak year. 

Output in June totaled 49.2 mil- 
lion pairs, 2 per cent below the 50 
million pairs of June 1960. 

Production of men’s dress and 
play shoes amounted to 6.2 million 
pairs, down 9 per cent. Women’s 
dress and work shoe output was 
14.6 million pairs, down 2 per cent. 
Production of all other footwear 
was unchanged from a year ago. 
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Model 1467 Black 
Semi-work oxford. Also 
available in Burgundy. 


The Shoe that sells on Sight 
to Garage and Service Station Men 


This J. W. Carter semi-work oxford has been deliberately 
built to fit the needs of garage and service station men. It 
has a sole and heel of oil-resisting Neoprene, corrugated to 
grip slippery surfaces firmly, and to stand up under continued 


exposure to oil and grease. It has a leather lining, a cushion 


insole and a built-up arch support for maximum comfort. 


J. W. Carter makes this oxford to sell at a popular price with 
a full markup to you. Stock it. Display it. Talk about it, and 
you'll do a real volume and a sure repeat business. 


For prices and complete details, see your 
Carter man or write direct. 


J. W. Carter Company 


P. O. BOX 30 © NASHVILLE 1, TENNESSEE 





MARKETING 
Green, other children’s firms raise prices 


A pattern of rising prices is 
spreading through the children’s 
shoe manufacturing field. 

Green Shoe Manufacturing Co., 
Boston, maker of the Stride Rite 
brand, added impetus to the move- 
ment with its announcement of a 
4 per cent increase on its entire 
line, effective July 31. President 
Sam Slosberg attributed the hike, 
the first in two years, to rising 
wages and taxes, climbing costs of 
findings “and now a leather mar- 
ket that is firming up.” 

He said the price rise, which 
amounts to about 50¢ a pair at re- 
tail, shouldn’t cause undue con- 
cern to the public, in view of the 
general economic pickup. 


Higher markup—Slosberg said 
the hike would mean an increased 
markup to a 44 per cent average 
across the board. Although he 
said he didn’t know what his com- 


petitors would do, he felt in- 
creases were “justified” for others 
who, like his own firm, have been 
absorbing higher costs. 

Some apparently took the hint. 
In Newmarket, N. H., Little Yan- 
kee Shoemakers announced an im- 
mediate 4 per cent increase for its 
whole line. At retail this comes 
to 50¢ a pair. John Thompson, a 
company executive, said prices 
would have gone up sooner except 
for the recession. 

In Philadelphia, the RECORDER 
learned, Edwards Shoes, Inc., in- 
creased its prices by 4 per cent 
effective Aug. 1. 


Brown won’t act— At Brown 
Shoe Co., St. Louis, however, a 
spokesman said no counter-move 
to Green’s action was planned. No 
price increase would be forthcom- 
ing before late September, he 
added. 


Two other Missouri manufac- 
turers, Juvenile Shoe Corp. of 
America and Vaisey-Bristol Shoe 
Mfg. Corp., said “no word on a 
price increase yet.” Step Master 
Shoes, Inc., Greenup, IIl., said “‘in- 
creases will be announced later if 
at all,” and Trimfoot Co., Farm- 
ington, Mo., said, “We’re so far 
along in our season that there’s 
no pressure for an immediate in- 
crease ... spring perhaps.” 

International Shoe Co., on the 
other hand, had previously an- 
nounced selective price increases. 
These reportedly affected half of 
the company’s juvenile shoes. 


Hike at Five Star—In the New 
York area, Abe Weinman, vice- 
president of Five Star Shoe Co., 
said, “We have already increased 
our prices anywhere from 5¢ to 
10¢ a pair, depending on the leath- 
er going into a shoe. This applies 
to shoes for delivery after Sept. 
15.” 

Dr. Posner Shoe Co., Inc., is 
“making every effort to maintain 
our present prices,” Sales Man- 
ager Saul Maslow said. 





WIN A FREE 
TRIP! 


TO WEST INDIES 
AND SOUTH AMERICA! 


Aboard 
Cunard Line 
Luxury Ship Mauretania 


ALL EXPENSE TOUR 


GRAND PRIZE—worth $2,300; 
a delightful 15-day sunshine 
cruise for two on Luxury Liner 
Mauretania to exotic West Indies 
and gay South America. 
includes all expenses; First Class 
accommodations and guided tours 
to Barbados, Grenada, Curacao, 
Kingston and Port-Au-Prince, etc. 


Cruise 


BOLEX CAMERAS 


Nine additional prizes, Bolex 
8MM, Seven Speed Movie Cam- 
eras with turret lenses and 
compumatic electric eye. Finest 
movie camera made! 





ORDER 
EARLY! - 





See your WEINBRENNER representative or write: 


MILWAUKEE 1, WISCONSIN 


@A fextron! DIVISION 














FOR TWO! 


FOR ALL WEINBRENNER Wood-N- 
Stream DEALERS! Greatest outdoor 
magazine promotion ever made on 

s and shoes. Advertised in 
4 FULL COLOR PAGES in “Outdoor 
Life,” Oct. issue. PLUS special 4 
FULL COLOR PAGES of “Hunting 
Dogs in Action.” 

OUTDOOR LIFE” 


SPREAD 


PLUS window strips, counter cards, 
background displays. PLUS special 
“Outdoor Life’’ promotion to 5,000 
Rod and Gun Clubs. PLUS color 
ads in “Sports Afield” and ‘Field 
and Stream.” 
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OUR PRICES 
PRODUCE 


FAST SALES 


} = -O@ -@ G— 


WOMEN’S & 
CHILDREN’S 
SHOES 
IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 
SHOE co. Phone: WOrth2-5180 





New trademark and box 


for California Cobblers 


After more than 20 years with 
the same trademark and package, 
California Cobblers, Inc., Los An- 
geles, has revamped its identifica- 
tion and shoe box design. 

Walter Braun, Cobblers’ presi- 
dent, said the fall line will carry 
the new trade symbol, a figure of 
a cobbler whose body is formed by 
two C’s, back-to-back, stamped on 
the shoe’s socklining and sole. 

The redesigned box features this 
trademark, with contemporary, 
pointed-toe footprints in colors of 
orange, white and the new “Cob- 
blers’ Gold,” a hue which predomi- 


nates in the company’s advertising. 


| COBBTERS 


Cobblers' redesigned box 


Discount Market Week attracts shoe firms 


Shoe manufacturers have ex- 
pressed much interest in the first 
National Discount Self-Service De- 
partment Store Market Week and 
Seminar to be held Aug. 26-30 in 
New York, according to Lou 
Freedman, executive director of 
the market week. 

Sponsored by Modern Retailer, 
a monthly newspaper serving dis- 
count and self-service stores, the 
market week program features a 
free, all-day seminar on Aug. 26 
at the Hotel New Yorker. On Aug. 
27-30 more than 250 suppliers to 
the discount self-service stores 
and volume trade are exhibiting 
at the New York Trade Show 
Bldg. 


Exhibitor list—Exhibiting shoe 
manufacturers include Dexter 
Shoe Co., Dexter, Me., maker of 
women’s popular - price sport 
shoes; Randolph Mfg. Co., Inc., 
Randolph, Mass., manufacturer of 
vulcanized canvas footwear, $2.95- 
$6.95; and Sportwelt Shoe Co., 
Ine., Nashua, N. H., producer of 


men’s shoes retailing at $6-$9. 
Other shoe manufacturers are ex- 
hibiting, according to Freedman, 
but under “new names” for the 
discount volume market. 

He added, “Many shoe produc- 
ers inquired about exhibiting at 
the show, but most applied too 
late. Since this is our first mar- 
ket week, product depth is some- 
what limited.” He said the next 
show should see a large number of 
shoe companies exhibiting, based 
on inquiries about this first mar- 
ket week. Freedman _ indicated 
that Endicott Johnson and Brown 
Shoe were among the interested 
companies. 


Seminar topics — The all-day 
seminar will consist of special 
panels and workshops covering a 
wide variety of topics for the vet- 
eran discounter as well as the con- 
ventional merchant now joining 
the field. Topics to be discussed 
are: (1) Is there an “ideal lease’’?; 
(2) What lies ahead for discount- 
ing?; (8) hard lines merchandis- 
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ing; (4). merchandising women’s 
and children’s apparel; (5) men’s 
and boys’ apparel; (6) advertising 
and promotion; (7) problems of 
the expanding chain; (8) cost cut- 
ting; (9) converting your store 
to self-service; (10) the design 
and layout of your store. 


Good year for canvas 


B. F. Goodrich Footwear and 
Flooring Co., Watertown, Mass., 
says its canvas footwear sales dur- 
ing the first half of 1961 were the 


biggest in its history. The company 
adds that larger inventories of its 
“P-F” shoes are planned for the 
1962 selling season to eliminate 
“delivery disappointments.” 


PROMOTION 


Nathan to promote teen 
style in Wall St. Journal 


What may be the first use of the 
Wall Street Journal to promote a 
shoe designed specifically for teen- 
age girls, is planned by Nathan 


Footwear, Inc., Salem, Ore., origi- 
nator and distributor of the 
Frenchies line. 

The advertisement’s appeal is 
directed to fathers of teenagers, 
with this copy approach: “Ever 
get chills up and down your check- 
book ... ?” The ad notes the fact 
that girls often get in and out of 
shoes without bothering to lace or 
unlace them. 

Illustrating the new “Never Tie” 
style of Frenchies, the ad claims 
“elastic laces hold the secret... 
step in, step out without unlacing!” 

With the publication of the ad 


in late August, the company will 
mail 5,000 pre-prints to key busi- 
ness executives in the cities cov- 
ered by its exclusive franchised re- 
tailers. 


Two Fast-Selling SHAW 


ga Styles iliac | 


for the Custom Touch of 


HAND LACING 





NEW LINES 


49 styles in Goodrich 
resort-spring collection 


The resort and spring collection 
of the Sun-steps and P-F’s lines 
of B. F. Goodrich Footwear is 
billed as the most extensive and 
well balanced ever shown. There 
are 31 Sun-steps and 18 P-F styles 
in a variety of lasts and fabrics, 
according to C. M. Campion, Jr., 
general sales manager. 

Silhouettes include square, needle 
and tapered toes on rubber-sole 
flats, skimmer heels and wedges. In 
the Sun-steps line more pumps and 
slipons are being featured. Fabrics 
are sailcloth, Belgian linen, hop- 
sacking, combinations of iridescent 
solid and check and attractive 
stripes and novelty prints. 


to be 
advertised in 


LOOK 


magazine, 
August 29 


/ssue. 


Tie in with us 
and build 
your sales! 


Who but Shaw gives you the custom 
touch of GENUINE HAND-LACED 
vamps at such a sensible price? 
Note the new SMALL perforations on the oxford 
shown below. Both shoes available in black or dark 
brown leather, shadow antiqued. Whether for 
casual, dress or work wear, 
Shaw gives you the very newest, 
value-priced! At good stores every 
where. If your dealer doesn’t 
have them, write us! 





Write for 
detai/s — 


M. T. SHAW, Inc. 
Coldwater, 
Michigan 


Today's top 
values at 


$7095 to 
$1495 


M. T. Shaw, Inc. 
Coldwater, Mich. 





P-F canvas shoe, part of new Goodrich- 
Hood line, features bright flag design in 
all-over pattern, and square-toe silhouette. 


“Over 39 years of quality shoemaking” 
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Strong endorsement is given to 
bright pink, orange, lime, gold and 
blue. A number of neutrals are also 
being shown. 

A square-toe pump worked in 
four colors with split vamp and 
split quarter, divided with white 
bandings, and a pump trimmed 
with three bands of contrasting 
colors stitched diagonally across 
the vamp are examples of the at- 
tractive way color is used in the 
Sun-steps collection. 

Most unusual in the P-F line is a 
square-toe sneaker available in 
novelty check or flag print sailcloth. 

Retail prices are $3.95 and $4.95. 


Wolverine introduces 


women’s pigskin casuals 


Now there are Hush Puppies for 
women. 

Wolverine Shoe & Tanning Corp., 
Rockford, Mich., has introduced a 
line of women’s pigskin casuals— 
mates of the well known Hush Pup- 
pies casuals for men and boys. In 
the past Hush Puppies were not 
available to women except in golf 
shoes. 


Hush Puppies for women 


The new line is offered in sizes 
3-10 in nine colors. Like those for 
men, the shoes are said not to scuff. 
Dirt brushes out easily, the manu- 
facturer reports. 


Randy Boatshus include 


needle toes for women 


Randolph Shoe Co., Inc., Ran- 
dolph, Mass., is marketing its 
Randy Boatshus in needle-toe lasts 
for women. Following the trend 
toward fashion in women’s yacht- 
ing apparel, the needle-toe Boatshus 
have style as well as safety and 
comfort features, the company 
says. 


“Perimeter Traction Action” 
gives the shoe safe gripping on wet 
decks, and an arch cushion insole 
is a comfort feature. Boatshus are 
available in a variety of colors and 
sizes in narrow and medium 
widths. 


LITIGATION 


Lack of promotion can 
mean loss of trademark 


The owner of a trademark may 
face loss of exclusive rights to its 
use when he neglects to advertise 
and promote it, a Federal circuit 
court judge in Baltimore has ruled. 
The decision could have significant 
consequences within the shoe in- 
dustry, where many companies hold 
trademarks which they never ad- 
vertise. 

The court ruled in favor of H. H. 
Scott, Inc., Maynard, Mass., in a 
suit against Annapolis Electroac- 
coustic Corp., Annapolis, Md. H. H. 
Scott, a pioneer in hi-fi sound 
equipment, initiated the action to 
regain exclusive rights to the use 
of the Scott name on its products. 

Limited promotion and use of 
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Shifting filler in ordinary shoes 
(left) causes lumps and ridges. 
Pied Piper process (right) elim- 
inates filler . . . shoes stay 
smooth, flexible, comfortable. 


4 
i 


? 
Pied Piper design elim- 
inates “growing-room- ’ 
guesswork.” Ordin- | 
ary lasts (left) crowd ~ 
and pinch toes. Pied 
Piper lasts (right) 
permit toes to fall 
into natural position 

+ + growing ‘room 
is built-in. 


EVERY 
STEP OF THE WAY... 


Pied Piper is there... 
from tot to pre-teen... 
the one complete line of 
children’s shoes with exclu- 
sive design and construc- 
tion features making every 
Pied Piper shoe extra 
special . . . in fit, com- 
ort and wear. Only 
Pied Piper builds 
more value into 
the shoe . . . for 
faster sale, bigger 
rofits for fran- 
chised dealers. The 
demand market for 
Pied Pipers is tre- 
ps eh ...and it’s 
getting bigger eve 
day. Sell the best = 
write today for 
complete Pied 


ka Piper catalog. 


| d 
Distinguished Juvenile Shoes 


7 
Pied Piper Shoe Co. 
Wausau, Wisconsin 





the Scott name by a former owner 
in the New York market after 1957 
constituted abandonment of the 
trade name, the judge ruled, and 
transfer to the Annapolis company 
of rights to the name (in 1958) did 
not counter that abandonment. 

The judge said Annapolis Elec- 
troaccoustic spent little money ad- 
vertising its products and could 
change to a “non-confusing” name 
without difficulty. 


PRODUCTION 


Max Rosenthal opens 
own Philadelphia factory 


Max Rosenthal, former general 
manager and board chairman of 
the now-defunct Cellini Shoes, Inc., 
Philadelphia, has opened his own 
factory, Rosenthal Shoes, Inc. The 
company specializes in women’s 
fashion shoes in the range of 
$16.95 and $18.95 up. 

The plant is at 618 Cherry St., 
Philadelphia, former site of the 
Carlton Shoe Co., which manufac- 
tured women’s casuals. 

Rosenthal said the factory will 
be under his personal supervision. 


Fitting Room Transporter to get tryout 
in American factory after British success 


United Shoe Machinery Corp., 
Boston, plans a trial this fall in an 
American shoe factory of the Brit- 
ish United Shoe Machinery Corp. 
version of the SATRA-Eatough 
Fitting Room Transporter. 

The new transporter has been 
modified by BUSMC from a de- 
sign developed by the Shoe and 
Allied Trades Research Assn. at 
Eatough’s Ltd. shoe factory in 
England. The transporter has 
been so successful in England 
that demand has exceeded produc- 
tion and has delayed delivery to 
this country. 


The benefits— Advantages re- 
ported for the unit are faster pro- 
duction, reduced inventory of up- 
pers in process, more efficient use 
of machines, and better control of 
production. 

Distinguishing feature of the 
transporter is the fast-moving 
belt which operates intermittently 
at the direction of a dispatcher. 


Do not overlook the 


EXTRA PROFIT MARKET 
for comfortable DREW shoes 


Drew shoes simply out-perform 
others with — 
e Fresh, imaginative styling 


© Superior fit and steady repeat business 
— not subject to chain store competition 


Always IN-STOCK for greater turnover 


Extra sales and profits at the volume 
price in the quality field 


@ Special financing help available 
@ Many doctors recommend our basic shoes 


a 


wit We" {AMERICAN JOURNAL 
eee =o NURSING 


—— 


See us at the National Shoe Fair, 
Room 928, Fontainebleau Hotel 


Nationally advertised 
in VOGUE and 


TUNE 


Blue or 
black calf; 
black suede 


Some styles stocked 
AAAA to EEE, 4 to 12 


Black kid or 
black suede 


Write TODAY for new 
IN-STOCK catalog! 


THE IRVING DREW CORPORATION 


LANCASTER, OHIO 


(NEW YORK OFFICE — 746 Marbridge Bldg.) 
(LOS ANGELES OFFICE — Room 881, 


Alexandria Hotel) 


DREW ®@ DR. HISS © CANTILEVER-GROUND GRIPPER ®©® CRIKETTS 





The continuous-loop belt delivers 
work directly to operators and re- 
turns completed work to the stor- 
age area. The conveyor can serve 
48 operators at two rows of indi- 
vidual work benches —one on 
either side of the belt. 


Two work boxes—In the BUSMC 
version, each operator starts with 
two boxes of work—one “current” 
and one “reserve.” Both boxes are 
placed side by side on top of a 
work cabinet with a built-in low- 
ering device. The cabinet is be- 
tween the conveyor and the oper- 
ator’s bench. 

When the work in the “current” 
box is finished, the operator trips 
a lever that lowers the box of com- 
pleted work to the return belt to 
the storage area. As the operator 
moves the “reserve” box to the 
“current” position, a signal lights 
on the dispatcher’s panel to indi- 
cate the need of another box of 
work. 

The dispatcher then puts a new 
box of work on the belt and sends 
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DISPOSABLE FOOT COVERING 
MANUFACTURED SOLELY BY D&K CO, 
DEPT. M, BOX 564, ITHACA, N. Y. 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


rxohaka-titehatela 


shoe stores, drive-ins and 
shoe promotion buyers 


Our prices on fine shoes, 
bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up o Profitable Operation 


makers are in line with our 
nationwide reputation 


Quality Shoes Since ‘32 
M. K. WEIL Shoe Company 
“While in Town See Weil” 
1215 Washington Ave., Saint Louis 3, Mo 


Sample Rooms: Los Angeles» New York 








Twin installation of SATRA-Eatough Transporters by BUSMC serves 
up to 84 individual stations in closing room at Brevitt's shoe 


factory in Leicester, England. 


it directly to the signaling oper- 
ator. At the same time, a signal 
lights at the operator’s station to 
show the new work is on the way. 


Completing the cycle—The fast- 
moving belt automatically stops 
when the box reaches the right 
station. When the operator slides 
the new box off the belt into the 


One of two work storage units for twin installation is shown in 
center, with control console at right. A single sorter-checker handles 


both of the storage units. 


“reserve” position, the signal light 
on the dispatcher’s panel goes out. 
As the new box reaches the oper- 
ator, the box with the finished 
work reaches the storage area to 
complete the feeder-operator-feed- 
er cycle. 

United has pointed out that 
while benefits obtained from the 
new conveyor vary considerably de- 


pending on conditions which ex- 
isted prior to installation, experi- 
ence in England has_ indicated 
overall performance of operators 
is substantially increased. 

USMC of Canada has also an- 
nounced plans to manufacture 
soon the BUSMC version of the 
SATRA -Eatough Fitting Room 
Transporter. 





A BETTER FIT FOR 
MORE CUSTOMERS 


WwitH l 3 THE INVENTORY 


THAT MEANS A BETTER PROFIT FOR 


YOU... 


Tingley Rubber Footwear is stocked 
for you by a nearby distributor. 
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How to SELL 
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 \ BAR) —sthe MERLIN way! 
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U.S. Distributors of Articor In-Soling Material 


Dept. 15 610 Atlantic Avenue * Boston 10, Mass. 





SHOE STORES ae 
Ansonia Shoe Stores and many of the other most 
successful shoe retailers have found that a cus- 


specifies 


tomer becomes a contented shoe purchaser when 
seated comfortably. 


° : 
C 4 alrmaste rs *: Chairmasters has grown with the shoe retailers’ 
appreciation of customer comfort through fine 


seating equipment. Chairmasters is the largest 


shoe stores. 


aK or seating customers bi manufacturer of chairs designed for successful 


seeking shoe comfort 


Write tor free copy of ‘Seating Comfort for Shoe Customers’ 





Model 3285 illustrated, specially designed for 


e 
the smartly decorated shoe salon. Fully up- = | | ss Ss nf % > ane 
holstered with spring seat. Legs are hard- C C N N 
wood with brass ferrules. Available in a wide 
selection of upholstery materials and leg 200 EAST 146th STREET, NEW YORK 51, N.Y. CYPRESS 2-0600 


wood finishes. 





MANAGEMENT — 
Copeland to quit Sandler 


Herbert Copeland is resigning as 
sales manager, vice-president and a 
director of Sandler of Boston, ef- 
fective Oct. 1, af- 
ter 20 years with 
the company. His 
planned depar- 
ture was an- 
nounced in a 
joint statement 
from Samuel 
Sandler, presi- 
dent of the firm, 
and Copeland. 

Copeland was 
due back early HERBERT COPELAND 
this month from Europe. He will 
announce his plans later. 


LABOR 


Puerto Rico producers 
fight rise in wage rates 


Shoe manufacturers in Puerto 
Rico have asked the government to 
block a higher wage rate scheduled 
to take effect Nov. 3. 

The present hourly rate for shoe 
workers is 66¢. This rate is to rise 





I all 
NEW DILUTER SET 
44 Colors from 48 Basic Dyes 


FREE 8-PAGE BOOKLET 
“How to Dye Fabric Shoes” 


EVERETT & BARRON COMPANY 
166 Valley St., Providence, R.1. 





automatically by 15 per cent unless per hour) that will not abieanales, 
the U. S. Department of Labor ly curtain employment and still not 
cancels the increase. give the industry a competitive ad- 
Under the law an industry can vantage over the shoe industry on 
seek cancellation of scheduled the mainland. 
Puerto Rican wage rises if the ap- . ’ 
plicants employ a majority of the lst union in Skowhegan 
employees in the industry and if Shoe workers in Skowhegan, Me., 
the government has reasonable have been issued a charter by the 
cause to believe that the higher [nternational Union of Boot and 
rate will substantially curtail em- Shoe Workers, AFL-CIO. It is be- 
ployment. lieved to be the first shoe union 
A review committee, if appoint- charter issued in Skowhegan in the 
ed, must recommend the highest town’s approximately 40 years of 
minimum wage (but not over $1.15 shoemaking. 





Oye mm TWO FAST- SELLING 
MOE STYLES TO BUILD 


YOUR PROFITS 


Here’s fit...style... comfort 
at prices to make you money! 


OUR BEST-SELLING NEW STYLE, smart 
black calf elasticized pump with softly 
draped vamp ornament, 55 last, 15/8 
full breasted heel. Sized AAAA, AAA, 
7 to 11; AA, A, 6 to 11; B, 4 to 11; C, 
5 to 11, all IN-STOCK. A real value at 
$6.50 to retail profitably at $10.95! 


GRACEFUL, NEW WEDGE FLAT in supple 
black calf, 55 last, 15/8 paneled wedge 
heel. Sized AAAA, AAA, 7 to 11; AA, 
A, 6 to 11; B, 4 to 11; C, 5 to 11, all 
IN-STOCK. A sales leader at $6.50 to 
retail profitably at $10.95! 

#290 


MIRACLE 


Write for IN-STOCK catalog! The P. HAGERTY SHOE CO. 
“73 Years of Fine Shoe Craftsmanship" — WASHINGTON cH, bins 
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Maple last block supplier 


rebuilds plant after fire 


The Galeton, Pa., plant of Fitz- 
patrick & Weller, Inc., a supplier 
of maple shoe last blocks, is being 
replaced by a new factory. The 
plant was partially destroyed by 
fire two months ago. 

“This will be one of our most 
modern and efficient block mills,” 
reported William F. Fitzpatrick, 
president. He said the company is 
expanding its Pennsylvania facili- 
ties because of “the unlimited sup- 
ply of choice maple timber.” 

The firm operates other produc- 
tion facilities in Ellicottville and 
Salamanca, N. Y. It sells to last 
makers in Canada, England, Mexico 
and New Zealand as well as this 
country. 

Despite the advent of plastic 
lasts, Fitzpatrick is confident about 
the future of the wooden kind. Said 
he of the plastic product, “It ap- 
parently has merit in certain last 
applications, but for the great ma- 
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jority of lasts there is no real out- 
standing advantage in using plas- 
tic.” 


Vulcan appoints agent 


The United Wood Heel, Inc., St. 
Louis, has been appointed by Vul- 
can Corp. as St. Louis area sales- 
service representative in the dis- 
tribution of Sta-On, a women’s 
shoe heel toplift. Vulcan has sole 
national distribution rights for 
Sta-On, which is manufactured by 
Whitso, Inc., Schiller Park, II. 


Vinyl fabric in new effect 


The Du Pont Co., Wilmington, 
Del., has added a new pattern to 
Pattina, an extremely lustrous ma- 
terial in the “Fabrilite” line of 
vinyl-coated fabrics, to make it 
especially suited for women’s high- 
style footwear. 

The new effect, named Vibrance, 
has the high sheen of regular Pat- 
tina plus a design printed on the 
material to give it a “natural’’ 


appearance. It is offered in a wide 
color range. 

Du Pont said the new effect was 
developed “to meet the demand of 
footwear designers for a durable, 
washable, high-gloss supported ma- 
terial in current high-style design 
effects.” 


Cow-Belle finds a market 


A. C. Lawrence Leather Co., Pea- 
body, Mass., has reported very 
heavy sampling of its new Cow- 
Belle leather. This popular-priced 
leather, available especially for 
flats, casuals and slippers, comes in 
12 shades. Colors incladed for 
spring 1962 are: Brandied Peach, 
Stop Red, Bone, Sunset, Go Green 
and Bristol Blue. 


Amalgamated still in red 


Amalgamated Leather Cos., Inc., 
Wilmington, Del., reported a loss of 
$143,669 for the six months ended 
July 1, compared with a loss of 
$62,930 in the first half of 1960. 





Less than $12500 
Vale Mm \/F-a ele) om iut-\e | (oie 


puts you in the profitable 


DANCEWEAR 
Business 


Your capital is not tied up in large 
inventories when you concentrate on 
Leo's nationally advertised Dance- 
wear. With popular-priced shoes 
like “‘mark-up magic” TEMPO, you 
get fast turnover on a small invest- 
ment. Less than $125.00 for a basic 
stock of shoes or leotards favored 
by more dance teachers than any 
other brand. Profit with Leo’s Com- 
plete Dancewear Catalog for Same- 
Day Shipment of ballets, tap shoes, 
toe shoes, leotards—the works! 


Cos =< 


ADVANCE THEATRICAL CO. 
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Tempo Ballets 


ONLY 


BASIC 
LEOTARDS 


TIE . 


TAPS 


TOE 
SHOES 


cialist. 


$298 


Skeptical ? send for Leo's Basic Stock Plan and 
our “One-Stop” Catalog. It features “Tempo”, true 
theatrical Ballets at only $2.98 retail. Kitten-soft cape- 
skin for glove-fit by America’s top theatrical shoe spe- 


¢ 32 West Randolph Street * Chicago 1, Ill. 
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EXTRA-CURRICULAR: Robert 
S. Lockridge, manufacturing vice- 
president of Craddock-Terry Shoe 

Corp., Lynchburg, 

Va., has been 

elected president 

of Central Vir- 

ginia Industries, 

an organization 

of industrial em- 

ployers engaged 

in promoting com- 

munity and in- 

dustrial progress 

.. . Harold Gold- 

ROBERT LOCKRIDGE berg president 

of the Evangeline Shoe Corp., 

Manchester, N. H., has been ap- 

pointed to the New Hampshire In- 
dustrial Park Authority. 

e . s 
THEY’RE CLOSING: After 40 


years in business in downtown 


Camden, N. J., Herman Zelnick is 
closing his store, Zelnick’s Shoes, 
and becoming associated with his 
son, Leonard, in another store of 
the same name in the Barclay Cen- 


ter, Haddonfield, N. J... . With 
the closing of the Family Shoe 
Store, Tuscola, Ill., store manager 
Sam Davis has become district ex- 
ecutive officer for the Okaw Dis- 
trict of the Arrowhead Council of 
Boy Scouts. 
a 7 oa 

ON NSRA BOARD: J. E. Har- 
mon, president of 
Bomar Shoe Co., 
Atlanta, has been 
appointed to the 
board of direc- 
tors of the Na- 
tional Shoe Re- 
tailers Assn. He 
fills a vacancy 
created by the 
election of Wil- 
liam Scheft, H. 
Scheft Co., Bos- 
ton, as treasurer of the associa- 
tion. Harmon’s firm has stores in 
Georgia and the Carolinas. 

o _ e 

HOME AGAIN: Flory Mendi- 

cino, a partner with his brother 


J. E. HARMON 


Sid in Flory’s shoe stores, Chey- 
enne and Laramie, Wyo., is back 
home after a year’s auto tour of 
Europe. He, his wife and two sons 
traveled 30,000 miles through 17 
countries. A third son joined them 
during the journey. 


In allied fields ... 


HONORED: Robert P. Morri- 
son, manager of the Johnson City, 
N. Y., last plant of Vulcan Corp. 
was presented with a diamond- 
studded 50-year service pin at a 
recent service award dinner for 
employees of the company’s John- 
son City plants. President Law- 
rence B. Austing made the presen- 
tation. 

_ e e 

CIVIL DEFENSE OFFICIAL: 
Charles W. Sweeney, a partner in 
Kelley & Sweeney Leather Co., 
Boston, has been named to the 
full-time post of civil defense di- 
rector of Boston. Now a brigadier 
general in the Air National Guard, 
he piloted the plane which 
dropped the second atomic bomb 
on Nagasaki, Japan, 16 years ago. 





60 MILLION READERS WILL SEE DANSKIN ADVERTISING IN 
* PARENTS f 
KATING & LI 


DANSKIN, INC. *”' 





a/es action” with 


THE ONE AND ONLY 
BIG NAME BRAND 


TIGHTS - LEOTARDS : TRUNKS 


knit of DANSOFT stretch nylon 


SEVENTEEN + MADEMOISELLE 


ADING BALLET PROGRAMS 


DANSKINS— 


favorites for 
everyday 
wear, too. 
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DEATHS 


SAMUEL HONIGSBERG, 70, a 
partner in Cavalier Co., Baltimore 
shoe dressings firm, and its repre- 
sentative in the South Atlantic 
states; recently, in Baltimore, af- 
ter a long illness. Before joining 

Cavalier in 1933, 
he was an assist- 
ant buyer for 
Hochschild - Kohn 
Co., Baltimore, 
and The Hecht 
Co., Washington, 
and was also as- 
sociated with 
Hofheimer’s, Nor- 
folk, Va., hes re- 
tailer. He was a 
SAM HONIGSBERG founder of and 
secretary for the Associated Shoe 
Travelers of Baltimore, and a mem- 
ber of the Baltimore Shoe Club. 





THOMAS A. McDONALD, 
63, president of the Chippewa Shoe 
Co., Chippewa Falls, Wis., for the 
last 15 years; July 24, in Chip- 
pewa Falls. He joined the firm in 
1932. 


EDWARD W. HOFFMAN, JR., 
58, for the past 12 years treasurer 
and comptroller of Mark Allen 
Shoe Co., Newburyport, Mass.; 
July 18, in Newburyport. 


J. DALTON OUSLEY, 69, a 
traveler for International Shoe 
Co. until ill health forced his re- 
tirement in 1951; recently, in 
Lima, O. 


CHESTER PEARCE, 79, a re- 
tired International Shoe Co. trav- 
eler; July 28, in Danville, Ky. 


JOSEPH HENRY MITMES- 
SER, 72, who retired in 1948 as 
head men’s shoe buyer of the J. L. 
Hudson Co., Detroit department 
store firm, after 43 years’ service; 
July 13, in Coldwater, Mich. 


JULIUS J. ROEHM, 94, owner 
and operator of Roehm’s Shoe 
Store, Washington, Ill.; July 15, 
in Washington, after an eight- 
month illness. 


ISIDORE GOLDMAN, 57, owner 
of Goldman Shoe Store, Burling- 
ton, N. C.; recently. 
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HYMAN KESERT, 83, operator 
of a wholesale shoe business in 
Chicago until his 1951 retirement; 
July 24, in Chicago. 


CHARLES R. WEELER, 76, 
president for the last six years of 
E. E. Weller Co., Providence, R. L., 
shoe ornament manufacturers; 
July 14, in Providence. 


IRVING L. KEITH, 86, inventor 
and shoe machinery and findings 
manufacturer; recently, in Bos- 
ton. He was president and treas- 











urer of Irving L. Keith, Inc., a 
maker of shoe machinery, and the 
Parker Co., maker of shoe ad- 
hesives, both in Haverhill, Mass. 


AUGUST C. ORTHMANN, 738, 
president and founder of Orth- 
mann Laboratories, Inc., Milwau- 
kee, and author of numerous tech- 
nical articles and co-author of a 
book on leather; recently. He was 
president of the American Leather 
Chemists Assn., 1936-38, and a 
founder of the Wisconsin Tan- 
ners’ Production Club. 


Monarch price-marking makes it 


So easy to buy! 


Tell your customers that all-important 


“How much” 


quickly, neatly, legibly. Make it easy to buy with con- 
fidence and you'll increase sales. The quality look of 
Monarch printed price-marking whispers nice things 


about your store! 


Easy-to-apply Senso (pressure sensitive) labels are 
printed from inexpensive long-lasting bands of rubber. 
Information is changed by turning dials — set in sec- 
onds. Let us send you information on the way Monarch 
Price-Marking can help you—no obligation, of course. 

Fill out and mail coupon for information 


p------------- 


THE MONARCH MARKING SYSTEM CO. 


216 South Torrence St., Dayton 3, Ohio BSR 861 


Without obligation to me, please send information on 
Model 22 Dial-A-Pricer, and sample labels. 


Name 





Store Name 





Address 








Zone State 





Where to Buy 





BUYERS' WANTS 





You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 

“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’82 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
$t. Lovis 3, Missouri 





THE LAST WORD 


New market 

Wet feet, according to a Ne- 
braska inventor, give farm animals 
a good many ailments, including 
the common cold. He has patented 





a waterproof livestock boot. The | 


boot, to be made of rubber or plas- 
tic, has a thick bottom sole with 
space for the hoof, and a tubular 


upper with a narrow top to keep | 


the boot on. 


To bed to boot 


Michelangelo wore his boots to 
bed. He used to climb down off his 
scaffold while working on a master- 
piece and climb into bed, fully 
clothed, boots and all. He wore 
boots because his feet had a tend- 
ency to cramp. 

(MORE “LAST WORD” PAGE 100) 





ATTENTION 


SHOE MANUFACTURERS-RETAILERS 
We Are Interested Purchasing 
Children’s and Boys 


BRANDED AND UNBRANDED SHOES 
Any Quantity—Highest Prices Paid 
WRITE OR PHONE 


IRVIN RUBIN INC. 


80 READE ST., NEW YORK 7, N. Y. 








Tel. BArclay 7-7887 














JOBS | ORTHOPEDIC FOOTWEAR 








For Over 46 Years 





meer =| A MODERN CORRECTIVE 
ST =| SHOE FOR EVERY 


STORES COC rthopedic NEED 


Quolity Brands Lowest Prices TARSO SUPINATOR® 


Largest Stocks ll Price Ranges 
CE 1-6747 


Sieve L) 














MOSINGER - ‘COHN 
1235 wosh TARSO 
PRONATOR® 








For club feet and 


BOX HANDLERS —__,,tstorss vores. 











WHEN LONG ARM* 
RUSHED ~~ Be __TaRSO MeDws® 


Straight, wre er last 


SAVE | thik | Ar jan oN ton , m4 
| Hh Ae. tor. a, or single 
TIME | om 


Long Arms will get the 

shoes from the high shelves comme 

quicker, easier, safer, than by any other a 

return the empties upside down. Long fon S Shoes are prescribed by doce 
handles 24”, 36”, 48” and 60’, $3.95; with 2" ross America. Write today 
handles, $4.95. Postage prepaid in USA. Specify han- oa illustrated brochure and catalog 
dle length desired and if for men’s or women’s boxes. sheet. 

Satisfaction guaranteed. 


| Cedar Heights = wee Oe Conn. | : MAR Kt L Laz 94 
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RETAIL TRADE REPORT 





Clearances clearing the boards for fall 


Autumn perk being felt 
in some areas after push 
prepares way. One locale 
feels black-brown demand. 


TWIN CITIES 


Although July has been a transi- 
tional period with considerable 
clearing of summer shoe stocks, 
fall buying also started and new 
trends became evident. 

It’s going to be a big season for 
black and brown and combinations 
of the two colors in the Twin 
Cities. One Minneapolis store op- 
erator said that he expects to do 
80 per cent of his fall volume in 
those two colors. Shoppers have 
bought black calfs and suedes and 
smooth brown leathers as well as 
the combinations. 

There also has been some inter- 
est in a few colors. Red (but not 
the bright shade shown for spring) 
was mentioned as a leading con- 
tender, especially dubonnet and a 
very deep shade. Bronze and em- 
erald green were other colors men- 
tioned by buyers and department 
managers as important for fall. 
Handbags to match the shoes will 
continue to be significant. 

Otter was mentioned as an im- 
portant new shade for fall by a 
Minneapolis department store 
buyer, who remarked that it “may 
replace bone eventually.” A few 
pairs of bone shoes also continued 
to move. 

Heel interest centered in mid- 
heels and stacked heels. Double 
needle toes seemed to be taking 
some of the popularity away from 
the triple needles except in very 
dressy and expensive footwear. 
Most buyers and department man- 
agers report that the new square 
toes so far have moved very well. 

One buyer pointed out that there 
had been considerably fewer ob- 
jections to the square toes than to 
the pointed toe when it was intro- 
duced. Another department man- 
ager said that he felt some women 
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were buying the square toes mainly 
out of “curiosity” or because they 
felt they should have a pair in 
their shoe wardrobe. 


Chicago: Steel demand 
helping summer sales 


Shoe retailers in the Calumet 
Steel district near here are doing 
a fantastic business in clearances. 
One department manager in a de- 
partment store says he is sure to 
go into fall with clean stocks. This 
is a direct reflection on a rising 
demand for steel. Biggest sellers 
are women’s canvas wedgies with 
foam rubber soles in black and 
beige, and selling at popular prices. 

Women’s styles being well re- 
ceived without the inducement of 
markdowns are washable white 
walking shoes and patents. A fa- 
vorite is a perforated white with a 
12/8 ivory leather heel and rubber 
sole. Another is a _ finger-gore 
stepin white with a foam sole. One 
downtown store is having good re- 
sponse with a 10-day promotion of 
a women’s walking shoe favorite— 
a low-slung wedgie in beige, red, 
black, and navy. For the college 
girls, low-cut brushed leather skim- 
mers in chocolate, caramel, and 
gray are setting a lively pace. 


St. Louis: Clearances 
over after heavy cuts 


Retail shoe clearances have just 
about run out of steam now, with 
last-ditch reductions 50 per cent 
or more. Dealers say that their 
clearances were successful; inven- 
tories are in good shape; shoe store 
stock rooms are now receiving a 
steady influx of new fall-winter 
merchandise. 

Early fall selling has plagued 
dealers’ dispositions in this way: 
Women who checked shoe ads and 
editorial copy in the August issues 
of fashion magazines are hounding 
stores and departments saying: 
“What’s with my triple needle toe 
shoes from last winter? Can I wear 


those pairs I bought because I 
thought they could carry over? 
What now, Mr. Dealer?” 

And it isn’t only the toe shapes 
that are causing customer com- 
ments. A very wide variety of heel 
heights, heel shapes and heel ma- 
terials is on display for fall in both 
dressy and casual lines. One major 
retailer reports that his customers 
are eyeing some of the thicker heels 
—obviously bearing fall’s fashion- 
stamp of approval—and wishing 
that their carryover pairs from 
last spring had the thicker (and 
more comfertable to walk on) heels 
featured in suburban and fashion- 
able downtown locations. 


Milwaukee: Slight dips 
reported in July sales 


Downtown dealers and depart- 
ment store buyers report a slight 
dip in their July sales figures. By 
contrast, however, most neighbor- 
hood outlets claim their summer 
volume holding surprisingly firm. 
Several neighborhood shops have 
notched July increases as high as 
15 percent over last year. 

Retailers have been concentrat- 
ing on selling off their inventories. 
Stocks are under last year’s level. 
This is the result of careful inven- 
tory pruning and reordering only 
what is needed. 

Brouwer’s ladies’ shoe buyer re- 
ports a. solid demand for white 
flats. Also a sales surge in medium 
as well as high heel numbers in the 
$12.95-$14.95 bracket. 

Patent leathers have been sur- 
prisingly active. Good reaction has 
been noted with taffy and caramel 
shades. 


Philadelphia: Square toe 
pleasing to customers 


Customer reactions to the first 
displays of women’s shoes for fall 
have pleased retailers both in the 
city and suburbs. 

Women are enthusiastic about 
the square toes, calling them a wel- 
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come change from the triple nee- 
dles. Walking shoes with squared 
toes and stacked heels in black and 
black-and-brown combinations have 
begun to catch on and give promise 
of becoming popular. 

Summer styles are still selling, 
although there is a tendency to hold 
back buying unless a little bargain 
is in the offing. One suburban re- 
tailer said that his customers by- 
passed the classic white pumps this 
year and bought shoes with unusual 
trim, particularly perforations. 


Boston: Figures equal 


or just top last year’s 


Retailers have reported, for the 
most part, only fair shoe-selling in 
the early weeks of August. Figures 
are meeting or slightly beating last 
year. But the same period last 
year, it has been pointed out, wasn’t 
very spectacular to compare with. 

Women’s casuals are still receiv- 
ing buyer interest. Italian type 
sandals, sneakers and_ sneaker- 
types, and wedge heel open toes for 
the older woman, remain popular. 

A high-style merchant catering 
to the younger woman stated, 
“Sneakers and sandals are still go- 
ing strong for casual summer 
wear.” 

In women’s dress shoes, reports 
indicate that double needles re- 
main the volume toe. And triple 
needles, in a few style shops, are 
still getting a fair response. 
Squares and ovals continue in a 
“sampling” stage so far in Boston. 
The heel trend is toward the 
medium heights. Stacked heels are 
selling well this summer. 


San Francisco: Sales 
help boost ’61 totals 


Clearance sales have brought 
good results here and have helped 
to put totals a little ahead of last 
year. Inventories have been re- 
duced in preparation for fall mer- 
chandise. Price reductions have 
been from 30 to 50 per cent. 

Moore’s Men’s Store reports good 
volume from its promotion of men’s 
light weight, thick crepe-sole mocs 
at $12.95. These shoes have glove 
leather uppers and innersoles and 
are being featured as a comfort 
shoe for sports and leisure wear. 

Several merchants have been 





featuring golf shoes with prices 
for men’s models up to $29.95. One 
merchant has a special on golf 
shoes for gals at $12 and puts 
strong emphasis on proper fittings 
for both comfort and effective play- 
ing. 


Denver: Tempo better, 
‘crash’ programs set 


Back-to-school and women’s fall 
shoe promotions were to reach 
crash proportions in the Denver 
area by Aug. 15, following the close 
of a “fairly successful’ sales clear- 
ance period. Even the most pessi- 
mistic of shoe retailers said, “‘Shoe- 
selling tempo is better. People are 
beginning to really look for mer- 
chandise.” 

Trends were being noted, but not 
all shoemen were in agreement. A 
renewed interest in open footwear 
was noted as women tend again to 
the wardrobe idea of shoes. A large 
independent shoe operation spokes- 
man reported three sellouts of 
white sling high heel open dress 
shoes, anticipated that next spring 
orders will contain as much as 30 
percent open shoes. Patent leather 
was still “good” into August in 
dress pumps and several retailers 
predicted patent soon to be a year- 
around shoe. Suede is in some de- 
mand as women find polished calf 
not dressy enough. Black was No. 
1, brown, second. 


Baltimore: Small gains 
were a struggle to get 


Retailers here say it has been a 
struggle to keep sales up. The small 
gains realized by most retailers— 
1 or 2 per cent over last year— 
have been hard to come by. At the 
moment, clearance sales give rise 
to good activity. But they coincided 
with the first real continued spell 
of summer weather; several retail- 
ers feel the sale-priced summer 
merchandise might have sold at 
regular prices when the hot weath- 
er set in, but clearances were al- 
ready underway. 

In women’s departments, there 
has been favorable reaction to the 
square toe for fall shoes. These are 
predominantly mid heel, sporty 
types around $15. Most retailers 
are carrying a few crescent toes 
but feel the square toe will be a 
better seller. 


Sneakers are stealing the show 
in children’s departments and ac- 
cording to some retailers, have been 
the only active item in several 
months. One retailer feels the 
casual business was practically 
killed this year by universal usage 
of sneakers. 


New York: Sales cover 
‘little bit of everything’ 


Summer here has produced no 
spectacular results and no one pop- 
ular sales leader. Retailers have 
sold a “little bit of everything” 
and are just about meeting sales of 
last year. 

In the popular price range, 
bones were very weak, while patents 
picked up. It was felt that patents 
improved at the expense of the 
bones, a condition which was re- 
versed a year ago. There will be 
a “little carryover of bones” as a 
result of the decreased demand. As 
for the square versus round toe for 
fall, retailers in this price range 
feel that their customers want the 
round and pointed toes—‘There’s 
very little demand for the square 
toe,” a retailer said. 

High fashion stores are closing 
out the season on summer shoes. 
To date, Italian-type flats in these 
sales have been the number one 
selling item. And it is reported that 
Belgium linen has sold much better 
than plain fabrics. For fall, the 
triple, 24%, and double needle will 
be the prime seller in high heels. 
The square toe shoe will be sold 
only in mid and hour glass heels. 

It was felt that peau de soie 
would be good and prints on black 
backgrounds as well. Strong belief 
is also being voiced in a new aniline 
patent in black and tan that won’t 
crack. 

It is much the same picture in 
men’s shoes. Although sales of 
casuals were good, stores report 
that the pattern of their sales has 
been sporadic, hovering just above 
or below sales of corresponding 
weeks of a year ago. Overall, they 
are just managing to hold their 
own, meet quotas, and match last 
year’s sales figures. 

With cooler-than-normal weather 
forecast for the remainder of Au- 
gust, shoe sales in New York may 
not pick up until the fall. 
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Cautious optimism pervades industry 


Business on Coast up by 
5 to 12 per cent; all top 
factories operating on full- 
time basis. 


LOS ANGELES 


Optimism prevails among South- 
ern California shoe manufacturers 
who predict “good business” imme- 
diately and into spring. 

All major shoe factories in this 
area are operating on full time, full 
staff scale. Improvement in general 
business is reported anywhere from 
5 to 12 per cent over last year, de- 
spite unsettled world conditions and 
increased prices of raw materials. 

A boost in shoe prices for the 
spring line is not generally antici- 
pated here, except possibly in spe- 
cial styling and fancy leathers, al- 
though one manufacturer’s spokes- 
man believes that a 3 per cent rise 
in prices could occur. 

As a whole, Southern California 
manufacturers are not following in 
the wake of International and Ge- 
nesco, which announced they would 
raise certain of their shoe prices, 
but local suppliers agree that in- 
creased prices would support the 
profit margin in many areas and 
provide a much needed “shot in the 
arm” for the over-all shoe industry. 

Southern California, lagging 
slightly behind the East in the in- 
troduction of the _ revolutionary 
square and crescent toe shapes in 
women’s shoes, is looking to the 
new style trend to give business, 
both manufacturing and retail, a 
continued upswing. 


Boston: Strong pickup 
unseen by area firms 


The bulk of New England shoe 
manufacturers are reasonably busy. 
But there are no indications that a 
strong pick-up is in the immediate 
future. 

Early September is the period 
producers are carefully contemplat- 
ing. And skepticism is the present 
rule. There is a price-squeeze and 
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shoe manufacturers are trying to 
figure the right move to make. 

Most believe the rise is justified. 
The question is, what will it do to 
retail business? The manufactur- 
ers know that retail business is in 
a summer lull, and they know high- 
er prices are not going to be a stim- 
ulant. Again, producers are hoping 
for a brighter picture in September 
—hoping for strong fall reordering 
to give a boost to the second half 
of the year’s figures. 

Leather prices were reported 
firming up, and leather volume has 
remained generally good. 


Penna.: Schedules full, 
but orders only fair 


Manufacturers in the Lancaster- 
Reading area are working full with 
very limited overtime. Orders are 
fair but not as yet up to last year’s 
figures. 

Retailers are holding back on all 
buying in both children’s and adult 
shoes, but manufacturers of chil- 
dren’s shoes are expecting orders 
to pick up for the month of August 
on fall and winter shoes for the 
back-to-school sales. Black patent 
has been a good seller for girls and 
also black in smooth leather oxfords 
and slipon patterns for boys, fol- 
lowed by brown in smooth leather. 

Producers of ladies’ popular- 
priced casual and sport shoes are 
working on a slight backlog but 
buying is slow. There is a feeling 
by some manufacturers that if re- 
tailers continue to hold off, they 
may find themselves caught short. 

Reiterating their desire to “re- 
duce the burdens of excessive shoe 
shows,” the associations said they 
were “aware that the action taken 
so far is only a step in this direc- 
tion.” 

They said the joint administra- 
tive committee will “provide a 
mechanism for determining the 
number, character, dates and loca- 
tions of national shows to be oper- 
ated by the four participating as- 
sociations.” 


St. Louis: Buying light 
for fall-winter season 


Local producers are hearing these 
reports from their sales represen- 
tatives: the nation’s clearances 
have gone well; retail inventories 
are in fair to good shape; retailers 
are not buying hastily or heavily 
for fall-winter 1961; orders mostly 
continue to be less than at this 
same date last year. 

Manufacturers say, however, that 
their smaller accounts which put 
off buying and their major accounts 
which bought lightly on the first 
rounds are now evidencing a great 
deal more interest in the lines of- 
fered. In women’s dress pairs, 
trade areas have displayed fall’s 
new toe shapes long enough to pick 
up consumer reaction and possible 
volume expectations on each toe. 
This actual-sale clarification should 
mean that buyers will know where 
to head in before September 1, and 
complete their orders by that time. 


Binghamton: Prospects 
reported uncertain 


Heavy promotion of fall lines of 
upstate New York shoe manufac- 
turers is helping sales, but pros- 
pects for the season as a whole are 
best described as indefinite. Sales 
executives feel their new lines are 
better styled, better adapted to 
changing trends and needs, and 
realistically priced. 

There has been some disappoint- 
ment that improving economic con- 
ditions have been so slow in affect- 
ing shoe business. Financial re- 
ports for the first half of the year 
are confirming that some companies 
made little money or showed losses. 
Makers of men’s footwear felt the 
slump acutely. 

Offsetting these gloomy consider- 
ations is the rather general belief 
in the industry that most current 
uncertainties should resolve them- 
selves favorably. Obviously, the 
business trend is upward. 





SALESMEN ON THE ROAD 


by VIVIAN ANDERSON 


Another young president: Dan Kole of Mountain States 


“Opportunity unlimited” is Dan 
Kole’s slogan for young men con- 
sidering the profession of travel- 
ing shoe salesman. Dan should 
know. At 36, he is president of 
Mountain States Shoe Travelers 
Assn.; he has one successful shoe 
show under his belt and an even 
more successful one in prospect 
Oct. 22-24 in Denver. With Guild 
Moccasin Manu- 
facturers, Los 
Angeles, since 
1955, he has fol- 
lowed a success 
path covering 
the states of Col- 
orado, Wyoming, 

Montana, Ne- 
braska and South 
Dakota. 

To young ap- ‘ 
plicants asking DAN KOLE 
advice, he says: “Young men like 
the freedom, the opportunity of 
meeting people, the constant 
learning and challenges confront- 
ing a new traveler. The field is 
wide open—no restrictions what- 
soever as long as you pay atten- 
tion to the code of ethics in sell- 
ing.” 

Citing a “constant learning” ex- 
ample, Dan says he was on the 
road a month traveling for Chesa- 
peake Shoe Co., Baltimore, selling 
children’s welt makeup shoes be- 
fore he knew what a welt was! 


Dan, who emphasizes that the 
salesman and his line travel as 
one, is a native of New York City 
and a Manhattan high school 
graduate. During World War II 
he worked in California with the 
Navy submarine drafting corps. 
After three years’ experience sell- 
ing men’s clothing in New York, 
he went to San Francisco to travel 
northern California and Oregon 
seven years for Chesapeake. He 
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moved to Denver (100 Grape St., 
replete with swimming pool!) 
when he went with Guild. 

In 1945 he married a New York 
girl, Beverly Bars. They have 
three boys, Kraig, Flip and Jayce. 
Besides Mountain States Shoe 
Travelers Assn., he belongs to 
NSTA, MACS and B'nai B’rith. 

Hobbies? Golf, bowling and es- 
pecially gin rummy, in which Dan 
has many trophies. His reputation 
in the last-named “sport” always 
precedes him; it is difficult to find 
another traveler to challenge him. 

A last word? Dan’s own: “Only 
way to be successful is to believe 
in your line, and make yourself 
and your line as one on the road.” 


SWSTA answers suit 


A statement in defense of South- 
western Shoe Travelers Assn., Inc., 
its president, Cecil R. Ballard, and 
its secretary-manager, Paul M. 
Schroeder — named defendants in 
civil suits filed last month by Ben 
Berwald and Ralph Shanks, organ- 
izers of a new Dallas Shoe Fair— 
was issued Aug. 1 after a special 
meeting of SWSTA directors in 
Dallas. It follows: 

“The Southwestern Shoe Travel- 
ers Assn., Inc., a nonprofit organi- 
zation, represents approximately 
700 members. Under the bylaws 
the board of directors has the 
power to suspend or expel any mem- 
ber for violation of the constitu- 
tion, bylaws or rules and regula- 
tions. The board of directors has 
issued this statement in response 
to a suit filed by Berwald and 
Shanks. A fair hearing was 
awarded these members as pro- 
vided for in our bylaws and the 
board unanimously determined that 
just cause existed for their expul- 
sion.” 

The $600,000 (total) damage 
suits were filed in early July. Both 





Shanks and Berwald are past presi- 
dents of SWSTA. 


Curry fills Boston post 


Sydney L. Curry has been named 
secretary-treasurer of the Boston 
Shoe Travelers Assn. A well-known 
veteran shoe executive, Curry suc- 
ceeds the late A. Philip Richards, 
who died in June. 

For many years, Curry has 
served the association in various 
executive positions, most recently 
as assistant to the president. 


Farewell for executive 


Dave Klinesmith, who retired 
Aug. 1 as executive secretary- 
treasurer of West Coast Shoe 
Travelers Associates, Inc., was 
given a farewell get-together July 
28 by the association directors 
along with a round trip to Europe 
and Israel in appreciation of 14 
years’ service in building up 
WCSTA. 

Early this month he went to 
Spokane, Wash., to visit his 96- 
year-old mother. He will leave 
Oct. 1 for Europe where he plans 
to buy a pass to entitle him to 
travel leisurely through each 
country. He also plans a visit with 
relatives in Tel Aviv. 


Help the independent 


Many shoe travelers recently 
received a plea from Independent 
Shoemen to write to their senators 
and congressmen urging passage 
of the lease insurance bill for in- 
dependent retailers who wish to 
expand to shopping center loca- 
tions. 

Shoe travelers also were asked 
to urge each merchant they call 
on to do the same “as the future 
of all independent retailing is at 
stake.” A roster of all members of 
Congress was enclosed. 
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“Expanding to shopping center 
locations is not outside the realm 
of possibility,” I. S. said. “Very 
soon the U. S. Senate Select Com- 
mittee on Small Business will be 
holding hearings on lease insur- 
ance for independents in shopping 
centers. This will permit inde- 
pendents to compete favorably for 
these prime locations with the 
large chains. Expanded thinking 
means expanded business.” 


Rootin’ tootin’ shoemen! 


Spotted on the Denver Post Spe- 
cial (a special train of invited 
Denver businessmen) en route to 
Frontier Days at Cheyenne, Wyo., 
were D. D. (Tex) Lindley, Town 
& Country Shoes; Harold Keuhs, 
Acme Boot Co., and Dan Kole, 
Guild Moccasins. 

In Cheyenne for the entire week 
of parades, rodeos and western 
celebrations in a different role 
was veteran Denver Post Special- 
ist Frank Phillips, Winthrop Shoe 
Co. Frank was chosen as one of 
three fathers of Westernnaires, 
nationally-known and prize win- 
ning riding club, to chaperone 15 
boys chosen to ride and perform 
in the western show. 


‘That Bug’ hits again 

North, east, west and _ south, 
“that bug” annually hits shoe 
travelers. Between trips, sales 
meetings and discussing new 
lines, they are matching their 
prowess with other travelers and 
retailers on the golf courses. 

“We’re head over heels in the 
golf outing and the October show, 
which promises to be a good one,” 
writes Grayce Mattes, executive 
secretary of Midwest Shoe Trav- 
elers’ Assn., Chicago. Midwest 
Travelers are proud of the event 
they put on annually at a subur- 
ban country club. 

And what is the first event 
sponsored by the newly organized 
Midwest division, Canadian Shoe 
Travelers Assn.? A golf tourna- 
ment, of course, and dinner Aug. 
28, at Pine Ridge Golf Club, Win- 
nipeg. 

WCSTA’s 18th annual golf tour- 
nament at Lakewood Country 
Club, Long Beach, Calif., brought 
out more than 200 persons. Jack 
Evans, Joyce, Inc., masterminded 
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the event and gave Dave Kline- 
smith, retired executive secretary, 
the “Man of the Years” Presi- 
dent’s trophy. Winners included: 
John D. Eddy, Virginia Shoe Co.; 
Marc Epstein, Goodyear-Gold Seal 
Rubber Co.; Lou Ziello, Yankee 
Shoemakers, and following retail- 
ers and guests: 

Stan Adler, George Chittick, Vic 
Foley, Bud Harris, Dr. Harry 
Fitzsimmons, Bob Schwartz, Lou 
Ziello, Tony Snyder, Chappie 
Chappel and Fran Nathanson. 


Charter jet to Miami 


Imagine a 707 jet airliner with 
all 120 passengers shoe people— 
both travelers and retailers! Cen- 
tral States Shoe Travelers Assn., 
Kansas City, Mo., has reserved 
such a plane for the National 
Shoe Fair in Miami Beach in Sep- 
tember. 

The plane will leave Kansas 
City Saturday morning, Sept. 23, 
and return Wednesday evening, 
Sept. 27. 








BAL MASQUE.SKINNER - 


F 4 e a 
BAL MASQUE ... favored by retailers; preferred by their customers. A dis- 
tinctly superior high-count, flawless quality satin. Perfect for sock linings 
and uppers in today’s finest footwear fashions. Smooth, rich, luxurious...with 
adeep and permanent lustre. Perspiration-proof and scuff resistant. Available 
in a wide range of beautiful fashion shades ... particularly popular in dye- 
able white. Another famous fashion favorite: Skinner’s Quality Brooklyn®, 
a magnificent satin with a 4-ply filling recognized for its elegance and superb 
dyeing qualities. Be sure to ask your supplier for shoes using these two 
highly popular fabrics. They’ll make your selling job consistently easier! 


SKINNER. 


WILLIAM SKINNER & SONS 
A DIVISION OF INDIAN HEAD MILLS 
12 WEST 40TH STREET NEW YORK 18, N.Y. OXFORD 5-4343 





PERSONNEL 





Chains... 


COWARD SHOE STORES, New 
York—Appointed Thomas N. Chilikas 
advertising manager, succeeding 
Judith Korey. 


EDISON BROTHERS’ STORES, 
INC., St. Louis—Appointed Donald M. 
Miloni regional manager for a newly 
created sales district with headquar- 
ters in Omaha. He will supervise 15 
units in Lincoln and Omaha, Neb., 
and Des Moines, Cedar Rapids and 
Davenport, Iowa. He formerly man- 
aged a Chandler’s department in 
Brandeis Department Store, Omaha. 

Named Virgil L. Gilger regional 
manager supervising 12 stores in the 
Long Island area. He formerly man- 
aged a Baker’s store in Manhattan. 


Departments... 


DR. SCHOLL’S FOOT COMFORT 
DEPARTMENT, William Taylor Son 
& Co., Cleveland—Appointed William 
H. Burdette department manager. He 
was formerly manager of the Foot- 
So-Port Shoe Store, Cleveland. 


INTERNATIONAL SHOE CO., St. 
Louis—Elected Frank Courtin a vice- 
president and a director of Winthrop 
Sales Corp., a wholly owned subsidi- 
ary which leases departments in high- 
grade men’s clothing and department 
stores. He was recently named gen- 
eral manager of Winsco. 


J. C. PENNEY CO., INC., New 
York—Appointed W. S. Mudge mer- 
chandise manager of family shoes, 
women’s furnishings and accessories. 
He joined the firm in 1943. 


MAURICE L. ROTHSCHILD- 
YOUNG QUINLAN CO., Minneapolis- 
St. Paul, Minn.— Transferred Don 
Lange from manager of the men’s 
shoe department at the St. Paul store 
to manager of the men’s shoe depart- 
ment at the Minneapolis store. 

Promoted Lou Malinoff from as- 
sistant manager to manager of the 
men’s shoe department in St. Paul, 
succeeding Lange. 


DONALD MILONI 


Edison Bros. Stores Edison Bros. Stores 
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VIRGIL L. GILGER KENNETH BUESING 
Leverenz Shoe Co. 


importers .. . 


ALBERTINA SHOES, INC., New 
York — Appointed Maurice Stevens 
sales representative in the Midwest. 
He formerly represented Vogue Shoe, 
Inc., of California and Moran Shoe 
Co. in the same territory. 


Manufacturers. . . 


FRENCH, SHRINER & URNER 
MFG. CO., Boston—Announced resig- 
nation of Howard L. Fitzpatrick from 
the sales staff. He will take personal 
charge of his own store, Fitzpatrick’s 
French, Shriner & Urner Shoe Store. 
in Dallas. 

Announced retirement of Fred W. 
Westman as plant superintendent 
after 16 years with the company. 


LEVERENZ SHOE CO., Sheboygan, 
Wis.—Elected Kenneth C. Buesing 
vice-president in charge of manufac- 
turing. He is the first “non-family” 
officer elected in the firm’s history. 


MONICA FOOTWEAR, division of 
Fredelle Footwear, Inc., Miami Beach, 
Fla.—Announced appointment of Jack 
Rauch in a sales capacity, operating 
out of Miami Beach. He was formerly 
sales manager of Sophistikins, divi- 
sion of Old Town Shoe Co., and is 
also president of the Miami Beach 
Shoe Show. 


RUBBER CORP. OF CALIFOR- 
NIA, Garden Grove, Calif.—Announc- 
ed resignation of Warner L. Newton 
as sales manager. His plans were not 
announced. 


SOMERSWORTH SHOE CO., 
Somersworth, N. H.—Appointed Al 
Newman sales representative in Ohio 
and Indiana for the Citations and 
Mandarins lines, replacing Maurice 
Meckler, who resigned. He was for- 
merly with the Jordan Marsh Co., 
Boston. 


TOBIN-HAMILTON CO., INC., St. 
Louis—Announced resignation of 
Gene Frenzel as vice-president and 
general manager. His future plans 


AL NEWMAN 
Somersworth Shoe 


MRS. WEINBERG 
Trimfoot Co. 


were not immediately made known. 


TRIMFOOT CO., Farmington, Mo. 
—Appointed Mrs. Violet Weinberg to 
the sales staff, to take charge of the 
New York showrooms for the Baby 
Deer line. 


Allied products .. . 


AMERICAN BILTRITE RUBBER 
CO., INC., Chelsea, Mass.—Elected 
Arthur I. Ross vice-president in 
charge of research and development 
for the heel and sole division. He 
joined the company in 1919 and most 
recently was chief chemist of the 
same division. 


BEARFOOT SOLE CO., Wads- 
worth, O.—Appointed Harry E. Dieck- 
man special assistant to the vice- 
president in charge of manufacturing. 
He will work on special assignments 
relating to development and refine- 
ment of manufacturing processes. He 
was formerly sales manager of 
O’Sullivan Rubber Corp. for five years. 


DIKER ORIGINALS, New York— 
Appointed Jerry Rosenthal sales rep- 
resentative in New York and sur- 
rounding areas. 

Appointed Parker Bowman sales 
representative in the St. Louis manu- 
facturing area. He also represents 
Hiteman Leather Co. 


VULCAN CORP., Cincinnati—Ap- 
pointed Theodore R. Chase plant man- 
ager of the Johnson City, N. Y., heel 
plant, succeeding Forrest Hart, who 
is retiring after serving as manager 
since 1943. 


Tanners... 


HAUS OF KRAUSE, Rockford, 
Mich.—Appointed A. A. (Bud) Wake- 
ford agent in Wisconsin, Minnesota, 
Iowa, Illinois and Michigan. 


THE HUCH LEATHER CO., Chi- 
cago—Appointed George J. Martin 
sales representative in New York and 
Pennsylvania for its cordovan leather 
and by-products. 


HARRY DIECKMAN 
Bearfoot Sole Co. 


ARTHUR I. ROSS 
American Biltrite 
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Wanted to Purchase 





70 P CASH 

<. PRICES 

for — suppus sHoes 
CANCELLATIONS 


COMPLETE STORES 


Write or wire for fast action . . . quality 
men's, women's and children's shoes 


“ Phone CE 1!-6747 
Fine Footwear For over 46 YEARS 


MOSINGER-COHN 


1235 Washington St. Louis 3, Mo. 





B. & R. PAYS THE LIMIT 


WEBUY CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED 


YOUR NAME PROTECTED Hf 
B.&R.SHOE CORP. 74 Reade Street, New York 7,N. Y. WOrth 2-6358 


Phone or wire 
collect 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 














WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 


WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. 1., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 























Seth Gaffin Shoes 


146 DUANE ST. 
NEW YORK 13, N. Y. 
BE 3-7290 





KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 

















FASHION 
IN FOOTWEAR 


How to put it to 
work profitably! 
See 


BOOT and SHOE RECORDER 
September 15, 1961 issue 





TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. UNion 3-6413 


Phone or Wire Collect 
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YOU GET 


M 0 R 3 CHILDREN’S SHOES 
YOU GET Complete Stocks and 


ey Nsyaim Stores Solicited 


At All Times. Nee ee 


FOR CLOSE-OUTS of 
MEN'S, WOMEN'S and [eesabri eed Sete 


—3 = (0) 2 Oi OF 
79-81 READE ST 
NEW YORK 7. N.Y 














THE LAST WORD 





Self service 


Hill’s Shoe Store, Des Moines, 
Ia., recently caught a woman shop- 
lifter who had stolen the wrong 
size shoes and was returning them 
to get a larger pair, according to 
Lee Oswald, store manager. He 
told detectives he had seen the 
woman “customer” take a pair of 
white moccasins, drop them in a 
sack and leave the store. She ad- 
mitted taking the shoes and added 
that she had taken a pair several 
days ago but they were too small. 


The shoe salesman 


Shoes, shoes, shoes, shoes, 

All day long he’s fitting shoes; 

Shoes that are black and shoes that 
are brown, 

Shoes that are colored to match a 
gown, 

Shoes with heels that are high and 
thin, 

Shoes with heels to go walking in. 

Back and forth with boxes he goes 

Trying to fit the heels and toes; 

Each customer wants a particular 
shoe 

And nothing else he brings will do. 

They try on this, they try on that, 

And then walk out and leave him 
flat! 

Among the boxes and boxes of 
shoes 

There wasn’t one that they could 
choose. 

And that is why a dejected air 

You’ll find on shoe clerks every- 
where. 


Althea B. Courtney 


Sports note 


Recently as a 7l-year old man 
was receiving a prize for being the 
oldest person to complete an eight 
mile walk in the London suburb of 
Walthamstow, he was asked if he 
had had tough going. “Yes,” he re- 
plied, “I had to pass seven pubs.” 


Slip-offs 

David Highbaugh told Indianap- 
olis police that he was taking an 
evening nap on his front porch 
with his feet hanging over the rail- 
ing when a thief stole his shoes off 
his feet without waking him. 
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Honest answer 

A robber, asked by police why he 
had put the money he had stolen 
into his shoe, said, “I was afraid 
of thieves.” 


And how many thumbs? 


Every child learning to put on 
his shoes must think he has four 
feet: the right foot, the wrong 
foot, the left foot and the other 
foot. 


Worth saving for 


The Japanese shoe industry has 
inaugurated an installment-buying 
plan to enable the average Japanese 
to buy leather shoes. Statistics 
published in Tokyo reveal it takes 
a Japanese worker the equivalent 
of 36 hours labor to pay for such 
shoes. 


Net 


First-of-the-month bills can be 
pretty rough going, even for shoe- 
men. Walter Mainzer, board chair- 
man of Tobin-Hamilton Co., Inc., 
and representative for Cosmos Shoe 
Co., St. Louis, thought so when he 
opened his mail recently and found 
a bill from the Sheraton-Jefferson 
Hotel for $999,990.62. To add in- 
sult to the million-dollar error was 
this footnote: “This statement is 
net—Charges and Credits after the 
date shown above will appear on 
next month’s statement.” 


Generous 


Film actress Ava Gardner once 
placed an order for 1,000 pairs of 
shoes—300 pairs for herself and 
700 for her Hollywood friends. 


Americana 


Some of the first rural delivery 
mailboxes were no more than farm 
boots nailed to a post. 


You can’t win 


The American Podiatry Assn. 
points out that in an average life- 
time, your feet stand up under 
some 40 million tons. 


Mine are killing me 

A poll asked: “What do you com- 
plain about most?” The answer, in 
three out of five replies: “My 
feet.” 





Classified 
and Want Ads 


REPRESENTATIVE 
WANTED 











SALES REPRESENTATIVE 


Well established firm seeks serv- 
ices of man to carry prestige line 
of style men's dress shoes retail- 
ing from $19.95 on up. Man must 
be completely familiar with all 
good stores in entire West Coast 
territory. Only man with experi- 
ence and following need apply. 
Reply to Box 923, BOOT and SHOE RECORDER 
Chestnut and 56th Streets, Philadelphia 39, Pa. 














CAPITAL TO INVEST 


CHIROPODIST, 35, HAS $50,000 FOR 
ACTIVE INVESTMENT IN retail chain or 
manufacturing. Sales experienced. Presently 
owner juvenile shoe store. Reply to Box 928, 
Boot anp Suoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 








FOR RENT 





100% MAIN STREET LOCATION IN 
DOWNTOWN JOHNSTOWN, PA. LO- 
CATED in heart of block occupied national 
chains. Joseph E. Ames, John Hill Realty, 722 
Franklin Street, Johnstown, Pa. 





HELP WANTED 


LARGE, 40 year old baby shoe manufac- 
turer has opportunity for man _ with non- 
competing lines to call on variety, chain, infants’ 
specialty, department and family shoe stores. 
Soft soles, trainers, walkers to size 8. Liberal 
commission and advertising support. Write to 
Research Associates, Suite 37, 7933 Clayton 
Road, Clayton 17, Missouri. 








OPPORTUNITY 








WONDERFUL SHOE 
OPPORTUNITY 


IN ONE OF 
MINNEAPOLIS FINEST 
LADIES SPECIALTY SHOPS 


$200,000 volume 


in established 40 year location and 
suburban shop. 


Reply, to Box 927, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 
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Classified and Want Ads 








WANTED TO PURCHASE 





SALESMEN WANTED 





WANTED, DAMAGED, REJECTED, 
WORN SHOES, “as is” conditions. All types. 
Regular purchaser. Max Newman, 1348 South 
Street, Philadelphia, Pa. KI 5-9766. 


FOR SALE 


A GOING CONCERN, CURRENTLY 
MANUFACTURING INFANTS AND CHIL- 
DREN’S Pre-Welt, Bonwelt and Cement shoes, 
located in Eastern Pennsylvania. Reply to Box 
890, Boor anp SHoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 











COMFORT SHOE SHOP—SALE DUE TO 
DEATH OF OWNER. Twenty-five year back- 
ground, large up-to-date customer list, fine 
record of profit in thriving central Wisconsin, 
industrial city of 20,000. Inquire Mrs. James 
Mercer, 830 Avon Street, Wisconsin Rapids, 
Wisconsin. 





CHILDREN’S SHOE SHOP, ESTAB- 
LISHED 25 YEARS. OWNER UNABLE TO 
OPERATE. TOP franchise lines. Moderate 
rent. Excellent location. Juvenile Shoe Shop, 
5872 Forbes Avenue, Pittsburgh, Pennsylvania. 


SIDELINES OFFERED 


SHOE ORNAMENT MANUFACTURER 
HAS openings for sideline men. Fast moving 
low priced line shoe bows and ornaments to 
wholesalers, retailers. Best commission. All 
letters answered. Replies confidential. Sample 
orders to dealers, stores gladly submitted. Reply 
to Box 924, Boot ano SHOE ReEcoRDER, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 


MERFCHANTS' NEEDS 














PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 














VINCENT EDWARDS & CO. 
World’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 


Name 





Company 
City 
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LEADING WHOLESALER WITH NA- 
TIONAL DISTRIBUTION DESIRES 
COVERAGE BY AGGRESSIVE SALES- 
MEN IN ARKANSAS, Indiana, North- 
ern Kentucky, Louisiana, Lower Mich- 
igan, Mississippi, New York state, Ohio, 
Western Pennsylvania, Southern Ten- 
nessee, Texas and West Virginia. 

A complete line of our women’s, chil- 
dren’s shoes, rubber footwear in the 
popular price range represents a strong 
line of merchandise for all territories. 
For details, please submit a complete 
resume in confidence to us. 


Reply to Box 925, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 











FIFTEEN LOVELY STYLES INFANTS’ 
christening shoes, attractively packaged. Prompt 
shipments, all territories. Write: Mayflower 
Infantswear Company, 381 Fourth Avenue, 
New York City. 





FACTORY OF SO. FRANCE, LICENSED 
DEALERS IN NEW SPORT SHOES, SEEKS 
SALESMEN for retailing to the United States. 
Write for details to Vascony Agence Havas 
Pau (B. Pyr.) France. 





SALESMAN WANTED — Do you need 
extra money to defray high traveling costs on 
your present line or lines? Contact us for a 
very lucrative side line. 7% commissions. Hi- 
grade work shoes, sport boot line. Nationally 
advertised. Immediate INSTOCK factory serv- 
ice to customer. We have openings in Mis- 
souri and Kansas, Texas and Oklahoma. Your 
age no deterrent in selecting in your favor. 
neply in confidence. Reply to Box 921, Boor 
AND SHOE Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





POSITION WANTED 








SALES EXECUTIVE 
SEEKS CHALLENGING POSITION 


Young man with over 20 years back- 
ground in sales and sales management 
presently employed, seeks challenging 
position with aggressive footwear manu- 
facturer. Have sold volume outlets, in- 
cluding chains, department stores and 
leading independents. Thorough knowl- 
edge of footwear manufacturing, dis- 
tribution, sales promotion and adver- 
tising. 

Reply to Box 930, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 











SALES REPRESENTATIVE — EXPERI- 
ENCED MEN’S SHOE TRAVELER locking 
to make connection with branded line of 
men’s shoes. Traveled S. E. for past 15 years. 
Have excellent following in department shoe 
and fine men’s stores. Successful sales record, 
excellent references. Reply to Box 920, Boor 
AND SHOE Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





CREATIVE FOOTWEAR - MARKETEER, 
STYLIST, NEW YORK CITY to steer your 
team into profitable fashion trends, items and 
styles. Part-time Cost plus. Reply to Box 926, 
Boot anp SHOE Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


SIDELINE SALESMEN 
WANTED 








OPPORTUNITY! 


We have several openings for side 
line representatives for our won- 
derful line of open-stock, in-stock, 
low-priced Juvenile Footwear. All 
open territories are well established. 
6% commission, plus bonus. Write. 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 














FOR SALE OR LEASE 








LANSING, MICHIGAN 
For Sale or Lease 
Downtown 100% block in shoe 
merchandising center. 


Reply to Box 919, BOOT and SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Penna. 














FOR LEASE 





FAMILY TYPE STORE NEAR LOS 
ANGELES, CALIFORNIA. ESTABLISHED 
14 years, all national advertised lines. Good 
lease with flat rental $25,000 will handle. Reply 
to Box 929, Boot anp SHoE RecorperR, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 


Minimum (18 words). .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$16 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 


NOTICE: 
Classified Advertising 
is payable in advance 














INDEX TO ADVERTISERS 





This index is published as a convenience. No liability is assumed for errors or omissions. 
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Altschul, Julius, Inc. . . 
American Girl Shoe 


Armstrong Cork Company... . 


B & R Shoe Company 

Baris Shoe Company 

Beebe Rubber Company...... 59 
Bonded Fibers, Inc. 


Boot and Shoe Recorder.... 66, 67 


C.1.C. Machinery Inc... 

Camitta Shoe Co..... 

Carter, J. W., Company 
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D. & K. Company een 
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Eby Shoe Corporation ...... 4 
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Farber, L., Welting Company. 73 
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Goding Boots, Inc. . 
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Goodyear Tire and Rubber 
Company 


Green Shoe Mfg. Co.. .Back Cover 


Hagerty, P., Shoe Co......... 88 
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Jarman Shoe Company 
Jenkins, George O., Co., The. . 


Juvenile Shoe Corporation of 
America, The 


Keith, Geo. E., Company 
Kelly Sales, Inc. 
Kiwi Polish Co., The 


Knomark, Inc. 


Leo's Advance Theatrical Co... 


Lisanco Footwear, Inc. ....... 


Marbon Chemical Division of 
Borg-Warner 


Markell, M. J., Shoe Co., Inc... 


Miller, O. A., Division of United 
Shoe Machinery Corporation 


Monarch Marking System Co., 


Mosinger-Cohn Shoe Co... . .92, 
Mutual Shoe Sales Company. . 


National Association of Shoe 
Chain Stores 


National Shoe Fair 


National Shoe Manufacturers 
Association 


National Shoe Retailers Asso- 
ciation 

New England Shoe and Leather 
Association, Inc. ..... .. .64, 65 


Noone, Frank, Shoe Co....... 72 


Phyllis Shoe Company 

Pied Piper Shoe Co 

Pittsburgh Plate Glass Com- 
pany 


Quoddy Moccasins ... 


Ripple Sole Company .. 
Romito-Donnelly Corp. 


Rubin, Irvin 


Scholl Mfg. Co., Inc., The 
Sebago-Moc Company 
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Step Master Shoes, Inc... 
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Taylor, Thomas, & Sons 
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Topps Shoe Store 


United Shoe Machinery Cor- 
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Viner Bros., Inc. 
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Wall-Streeter Shoe Company... 35 
Weil, M. K., Shoe Company. .87, 92 


Weinbrenner Division of Text- 
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Wellco Shoe Corporation .... 26 
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BABY SITTERS 
MAKE 
GOOD MONEY 


. There are plenty of babies. And 


Stride Rites. Fit the two together 
and you get a long-term, many- 
pairs customer. The time to start 
is at the very beginning; check 
birth notices that give you a made- 
to-order mailing list, plan constant 
advertising and promotion, contact 
the doctors. Babies are born every 
minute, four million a year—how 
many in your town? A smart shoe 
man knows every baby he fits to- 
day is another assurance he'll still 


be sitting pretty tomorrow. 


lisi 


TRIDEANTE 


SHOE 





_ THE SHOE THAT UNDERSTANDS CHILDREN 
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